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2A TEN~DOLLAR BILL 


will pay for Ten Lines of Space 
one time in the 


Daily St. Louis Republic 


and one week in the 


Semi-Weekly Republic 


Average circulation for first six 
months of 1894, proved by Ex- 
ert Investigation, Counted Mail 
Lists, and Post-Office Receipts, 


53,602 Daily and 129,582 


each issue of Weekly. To go 
into the same number of St. 
Louis and Southwestern homes 
by postal card or printed circu- 
lar would cost, for postage 
alone, at least 


Eighteen Hundred Dollars. 


THE REPUBLIC, 


St. Louis, Mo. 
New York Office, 
146 Times Building. 
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OUR... 
NEW TK 
CATALOGUE 


Is now ready and will be mailed applicants. 

It is a plain, every-day catalogue filled with 
information relative to the Atlantic Coast 
Lists and Country Newspaper Advertising 
generally. 

4 It is a book of information for advertisers, 
especially for those wishing to reach the people 
of the New England, Middle and Southern 
States. 

We do not accept advertising for the Cata- 
logue, it being issued solely for the purpose of 
showing what the Atlantic Coast Lists are and 


how they can be advantageously used. 


We mail it, postpaid, upon application. 


ATLANTIC COAST LISTS, 
134 Leonard Street, NEW YORK. 
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THE BICYCLE PAPERS. 
By G. H. E. Hawkins. 


The first American bicycle was 
manufactured in 1877 ; the first num- 
ber of an American cycle journal was 
published December 22, 1877, and was 
called The American Bicycling Feur- 
nal, This paper, which is now pub- 
lished at Boston, Mass., under the 
name of Zhe Bicycling World, was 
started as a monthly, two years later 
was merged into a semi-monthly, and 
in 1880 became a weekly. 

The first issue of Zhe American 
Bicycling Fournal contained but a 
single bicycle advertisement, while to- 
day there are over thirty strictly cycling 
journals published, containing from 
five to fifty pages of advertisements 
each, and as many more sporting pa- 
pers which devote space to the bicycle 
and sclicit ads from wheel manufact- 
urers. 

The Bicycling World, Boston; Bear- 
ings, Referee, Cycling Life and L. A. 
W. Bulletin, Chicago; Wheel and 
American Wheelman, New York; Cy- 
cling and American Athlete, Phila- 
delphia, are the principal weeklies de- 
voted wholly to cycling interests, while 
the American Cyclist, Hartford, Conn., 
is the only semi-monthly cycle paper 
published. Wheelmen’s Gazette, In- 
dianapolis, and Loose Spokes, Moores- 
town, N. J., are the monthlies. 

The three best cycling weeklies, 
considering circulation, are the BAz- 
cycling World, Wheel and the Bear- 
ings. Cycling Life, Chicago, con- 
denses its reading matter more than 
other journals and is one of the most 
readable cycle papers published. 

The circulation of the cycling papers 
is an unknown quantity to most adver- 
tisers, the claims of the respective 
journals, and their actual paid circula- 
tion being two distinct matters. 

The bicycling trade are very liberal 
advertisers, as the following will tes- 
tify ; 

The Bicycling World, with a circu- 
lation exceeding 15,000, contained 19 


pages of advertisements in the last is- 
sue; the Whee/, 8,000 to 10,000 cir- 
culation, had 31 pages ; Referee, 6,000 
and over, had 33 pages, while the 
Bearings, whose circulation is prob- 
ably something over 8,000, took the 
palm with 43 pages of advertisements. 
The Z. A. W. Bulletin, with a circu- 
lation of 10,000 to 12,000 had but 7% 
advertising pages, owing no doubt to 
the fact that their rates are much 
higher, fro rata, than the other pa- 
pers. 

In the second division may be placed 
the papers of 6,000 circulation and 
under, viz.: Cycling Life, American 
Wheelman, American Cyclist, Wheel- 
man’s Gazette, Cycling and American 
Athlete. Of this division Cycling Life 
carries the most advertisements, A meri- 
can Wheelman second, and American 
Cyclist third. 

The Far West is principally repre- 
sented by two comparatively new, yet 
meritorious publications, Cycling West, 
established at Denver, in 1893, and the 
Pacific Cyclist, San Jose, Cal., estab- 
lished the present year. 

Good Roads, published at Boston, 
Mass., is a monthly devoted, as the 
name implies, to the subject of- road 
making. Another of this class is 
Potter's Good Roads Library, New 
York, issued bi-monthly. Good Roads 
is the older, and has the larger circu- 
lation. 

Canadian wheelmen are represented 
by Cycling, Toronto, and Canadian 
Wheelman, Simcoe. 

Among the list of sporting publica- 
tions devoting space to cycling may be 
found Sporting Life and Cycle Guide 
and Athletic World, Philadelphia ; 
Sporting Goods Dealer, New York; 
Athlete and Sporting Goods Gazette, 
Syracuse, N. Y.; Sporting News, St. 
Louis ; Sportsman's Review, Chicago, 
and Amusement Gazette, Cleveland. 
Sporting Life \eads this list with a 
circulation of about 35,000, being de- 
voted to all classes of athletic sports. 

The best athletic magazines giving 
bicycling news are Outing, New York, 
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and Sports Afield, Chicago. Outing 
has a larger circulation than Sports 
A field, which circulates principally in 
the West and South. 

Many of the city dailies devote space 
regularly to cycling, and the Sunday 
New York Recorder’s page has be- 
come so well known that this particu- 
lar issue is regarded by many in the 
light of a trade paper. 

Beside the foregoing classes there 
are papers circulating wholly among 
members of State Divisions of the 
League of American Wheelmen. The 
Michigan Cyclist, Grand Rapids, is an 
example. Also club papers, for in- 
stance, the Centurion, published in the 
interests of the Century Wheelmen, 
Philadelphia. 

Although there are probably 200,000 
cyclists in the United States, and a 
hundred manufacturers of bicycles, 
there are too many trade papers. Of 
the total number of cyclists but 25,500 
are members of the League of Ameri 
can Wheeimen, and these represent 
the larger portion of those who took 
active part enough in cycling to sub- 
scribe for a wheel paper. Many per- 
sons take two or three papers, and 
therefore a large part of one’s circula- 
tion is but a repetition of that of an- 
other publication. 

‘The former official organ of the L. 
A. W.—The Bicycling World—went 
to all members of this organization 
free, but the present representative— 
the Z. A. W. Bulletin, Chicago—is 
sent only to those who subscribe. 

As the limit, six papers—four week- 
lies, a semi-monthly and a monthly 
devoted only to bicycling—would am- 
ply cover the field. With the present 
array of cycle papers a nianufacturer is 
bewildered. To go into all of them 
takes about one-half of his entire ap- 
propriation for advertising, which is 
wholly out of proportion ; to leave a 
portion of them out has the appear- 
ance of discrimination. 

I believe the coming year will deal a 
death-blow to many a cycle journal. 
Advertisers fully realize the value of 
these publications, but will not sup- 
port so many. 

an asnaiie a 
Ir you are a business man 

ever fail to show it; 

Printers’ ink is Fortune’s horn, 

The wise are those who blow it. 
+o 
A MAN one time a good 


thing had 


Which people would have prized, 
But he never sold a single one, 
For he never advertised. 
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The Indianapolis Mews announces 
a special issue for the 6th of Decem 
ber, to celebrate the completion of its 
first quarter century. It is intended 
to make a swift retrospect of the past 
twenty-five years, not only from its 
own standpoint, but taking a glance at 
the general newspaper field over that 
period. Such a number from such a 
source will hold peculiar interest for 
newspapers and advertisers, not alone 
because the Indianapolis Mews was 
the first afternoon two-cent paper 
founded west of the Alleghenies- 
coming four years before the Detroit 
News and eight years prior to the 
Chicago Mews—but also because the 
Indianapolis ews is conceded to be 
one of the best American examples of 
that sway which a truly independent 
and conservative newspaper may hold 
over the community which it serves. 
So long has the course of its powerful 
advocacy been observed to run con- 
fluent with the public’s best interest, 
as seen in retrospect, that it has now 
come to be regarded as next thing to 
impossible for anything which it op- 
poses to permanently succeed, or for 
any reform to be long postponed 
which it espouses. The ews refers 
to its own origin and characteristics 
in the following felicitous phrase : 

The Indianapolis Mews is perhaps the 
first newspaper that ever issued an “extra” 
before itself was born. Its first appearance 
having been announced for December 7, 1869, 
it got out a special the day before in order to 
give to the public Grant’s first message to 
Congress, which was delivered one day 
sooner than expected. Thus in a-double 
sense was the child father tothe man. The 
preternatural precocity for news evinced in 
the special was far more than the mother’s- 
mark, only skin deep; it proved to be a 
strain of the blood which has all along its 
history marked the News for special dis- 
tinction in the field of newspaper enterprise. 
The first introduction of the Mews to the 
public became a case of “‘ love at first sight,” 
mutually. The public recognized at a glance 
its friend and champion. A true wedlock 
ensued whose issue has been only sweet con- 
cord and prosperity. If —— to the pub- 
lic has been an undeviating policy with the 
News, resisting partisan appeal, defying 
clique domination and scourging all stock 
jobbery, it has in turn received an unpar- 
alleled measure of the public’s approval and 
support. In no city of 100,000 population 
or over can any single newspaper count on 
its list of readers so lores a number, in pro- 
portion to population. or does any other 
single newspaper receive so large a percent- 
age of the total aos patronage be- 
stowed by its owncity. The News guaran- 
tees to advertisers, as a condition of pay- 
ment, a larger bona fide circulation than any 
other three Indiana papers combined. 
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The Shrewd 
Advertiser 
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SASS the claims of the medi- 
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CRG is KNOWN as the best. 
NESS That fact can be proven 
RE by its customers. 
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Some 
Advertisers 


say THE SUN’S rates 
are high, yet they con- 
eG tinue using its columns 
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DONG just the same. That 
REE proves they are NOT. 
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Address, 


The Sun, 


New York. 
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Thi n 
is Ma 

is one of the men who make a point of reading PRINTERS’ INK fiom 
first to last. Like many others of the more than 21,000 to whom 
PRINTERS’ INK goes every week he has money to spend for advertis- 
ing space in papers he thinks worth using. He reads to learn what 
is new in advertising methods and to discover whether there are un- 
covered fields in which he can profitably advertise. He believes in 
enterprise and he keeps posted in regard to papers that show enter- 
prise. He judges papers a good deal by the advertising they do. It 
pays publishers to make the names and merits of their papers familiar 
to such men as this. There is no better way to reach them than 
through an advertisement in PRINTERS’ INK. 


Quarter, half and whole pages in *‘ Printers’ Ink’’ 
are at the rate of $100 a page a time. Smaller 
advertisements are at the rate of 50 cents a line, 
or 25 cents if classified and undisplayed. 





| rom JOHN CUTLER, Newton, Mass. 
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: 

ADVERTISING FOR RETAILERS. : 
+4 

Edited by Charles Austin Bates. : 

. 

Retail merchants are invited to send advertisements for criticism snd eaguetion ; to : 

ana hints for the betterment of this department. ‘Puuntyas’ inn Isa clearing Mouse for 
ideas—this is the retail branch. : 








Woonsocket, R. I., Nov. 22, 1894. 
Editor of Printers’ Ink: 

Dear Sir—On Sate, Nov. 11, Hilton, 
Hughes & Co., of New York, successors to 
A. T. Stewart & Co., had a big display ad in 
the Sunday Sum announcing a great reduc- 
tion in prices, etc. Among other articles 
enumerated under the bargains | in gents’ 
furnishing goods were dress shirts, white 
Madras fronts, cuffs attached, white collar 
to be worn with same. The price in full- 

d figure was 8c. 
tarmbodicd in H., H. & Co.’s ad was this 
insertion: “If you see it in H., H. & Co.’s 
ad it’s so.’ Of course the Sun’s famous 
guarantee was also behind the contents of 
the r. 

Curiosity to see what sort of a dress shirt 
could be sold at 8c. prompted me to inclose 
3c. in stamps in a letter to H., H. & Co., 
with the request that its equivalent in 8c. 
shirts be sent by express, charges C. O. D., 
or by mail, postage to be deducted from sum 
inclosed. > 

One week later, Nov. 19, having had no 
response to my letter of the rath inst., I ad- 
dressed a letter of inquiry, being fully as 
anxious about the 38c. in stamps as the 8c. 
shirts. 

linclose you the reply received from H., 
H. & Co., under date of Nov. erst, in which 
they say: “The shirts advertised at 8c. 
should have read 87c. It was a typographi- 
cal error, which we very much regret. In- 
closed please find the 36c. remitted us.” 

Hilton, Hughes & Co. are of course too 
honorable to resort to any subterfuge to 
avoid a little loss, but it struck me as a little 
singular that a whole week had to elapse 
pe an inquiry be made by me in order to 
learn if I was both shirtless and stampless. 

Coming down to business, don’t you 
think that H., H. & Co. would make more 
in the long run by filling a limited order with 
a statement of the facts than to repudiate its 
guarantee; that is, if any number of inquiries 
were made for these shirts ? 

I inclose you the ad and H., H. & Co.’s 
letter, together with the facts. You can do 
as you see fit about any public notice of 
same. Yours respectfully, 

Frep. N. Cooke. 

No. 695 Main street, Worcester, Mass. 


There are two ways in which Hil- 
ton, Hughes & Co. could have come 
more gracefully out of this difficulty. 
One would have been to send the shirts 
and stand the loss themselves, and the 
other would have been to send them 
and charge the loss to the newspaper 
making the blunder. I should think 
that it was particularly bad advertising 
to do neither. I should think that Mr. 
Cooke would feel very much like stay- 
ing away from Hilton, Hughes & Co. 


in the future. 
feel about it. 

Such mistakes are likely to occur, 
and do occur frequently, and the best 
way out of them is to make the printed 
statement good to the customers, no 
matter if it does cost a little money. I 
had an experience of just this kind a 
couple of years ago. I was advertising 
a department store and one item was a 
certain line of scissors at 29 cents a 
pair. The printer made the ad read 
**g cents a pair,’’ and something like 
a hundred pairs were sold. When the 
day was over, and we found out the 
exact number, a bill was sent to the 
newspaper for the difference between 
the price in my copy and the price in 
the paper. It was paid without a mur- 
mur. 

Hilton, Hughes & Co. could have 
made a remarkably good advertisement 
out of this transaction by filling all 
orders and publishing a statement of 
the case in the papcrs of the following 
day, saying that although they lost 79 
cents on each shirt sold, they had lived 
up to the letter of their advertisement. 
I think that such a statement would 
have had a good deal of weight 
with the readers of their advertise- 
ments, because it would show that they 
meant every statement in their adver- 
tisement to be taken literally—that 
they meant absolutely every word of it. 

I suppose that the advertising which 
has been d ne by this concern has 
brought them a great deal of business, 
In fact, I know from personal observa- 
tion that ithas. Just the same, I don’t 
like the tone of it. I believe that it 
would be better if it were more moderate 
in its statements. For instance, I know 
of a certain lot of velvet that was adver- 
tised at ‘‘ $1.98 a yard, former whole- 
sale price $5 per yard.’’ From this, 
one would naturally get the idea that 
the former retail price of the velvet was 
something like six or seven dollars a 
yard. Now, as a matter of fact, it was 
just about five dollar velvet at retail. 
Of course, it was a great bargain— 
there is no question about that—and 


That’s the way I should 
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anybody who bought it at $1.98 had 
reason to congratulate themselves. 
Just the same, I don’t think it was 
right to exaggerate. 

It is only within the last few weeks 
that Hilton, Hughes & Co. have made 
use of their immense show windows 
for the display of goods, and I under- 
stand that the effect has been particu- 
larly good. It should be. The win- 
dows are as handsomely dressed as any 
I have ever seen. I think I am safe 
in saying that the window display on 
the Broadway side of the store is the 
best that can be seen in New York at 
the present time. In the evening the 
effect is particularly fine. The win- 
dows are framed with small electric 
lights, which are not visible from the 
street, and which furnish very brilliant 
illumination for the goods inside. I 
think it is safe to say that nobody can 
go up Broadway without being at- 
tracted by the gorgeous beauty of these 
windows. Plenty of light is the best 
thing can be put into a window, and 
Hilton, Hughes & Co. seem to under- 
stand this perfectly. A great many 
otherwise attractive windows are 
spoiled by a little niggardness in the 
matter of light. 

* & 


* 
Tue Dickinson ComMPaNny. 
Department Store. 

615 and 617 Nicollet Ave. 
Minneapouis, Minn., Nov. 22, 1894. 

Mr. Charles Austin Bates: 

Dear Sir—We are interested subscribers 
to Printers’ Ink, through our Mr. E. B. 
Dickinson, and we are indebted to it for 
many particularly good ideas as to wording 
and arrangement. I inclose samples of a 
few of our ads, and would appreciate your 
intelligent criticism of them. The principal 
points that I claim for them may be briefly 
stated as follows: The firm name is striking, 
without occupying much: space; by my ar- 
rangement of sub-heads (in 12-point De 
viens} and final prices (in 48-point condensed 
gothic), the reader is enabled to see at a 
glance the articles advertised and the price, 
while the descriptive matter (set in agate, 
half measure) is easily readable, in case she is 
interested by the sub-head and price. About 
every other day we put in a semi-humorous 
cut with a few comments, and, strange to 
say, it seems to have the effect of attracting 
a great deal of attention to our ads: 

rusting that I may hear from you through 
Printers’ Ink, I am, yours truly, 

A. CUNNINGHAM, 
Secretary The Dickinson Co. and Advertis- 
ing Manager. 

Mr. Cunningham’s letter describes 
accurately the style of advertising he 
uses, It just happens that that partic- 
ular style is one of iny pet aversions. 
I never could understand the wisdom 
of making a lot of figures the largest 


thing in an ad, The first glance at 
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Dickinson’s ad shows a lot of big. 
black figures. You have to look pretty 
closely to find out what it is all about. 
To be sure, the head-lines are set in 
pica De Vinne, which would be very 
plain if it were not for the big figures. 
The price of an article is a very im- 
portant part of its description, but the 
article itself is of more importance 
than the price. 

In these advertisements, probably 
two-fifths of the total space is occupied 
by the prices. It’s a waste of space. 
The effect would be very much better, 
and the advertisement very much easier 
to read, if the prices were set in the 
same kind of type that is used in the 
description. 

In this case, the description could 
be set in ten or twelve-point old style. 
If you must have the prices in black 
letters, do not make them bigger than 
the name of the article. People do not 
look through the paper just to strike 
some particular number of cents cr dol- 
lars. What they want to see first is 
what sort of goods are advertised. If 
a woman is just about going to make 
the baby some clothes, she will be in- 
terested in embroidery, and she will 
read al! that the advertiser has to say 
about embroidery. She will find out 
what it costs, because the fact that it 
is advertised, in most cases, indicates 
that is going to be sold at a reduced 
price. In one of these Dickinson ads 
the word ‘‘embroidery’’ is set in 
twelve-point De Vinne, while the price, 
as usual, is in Gothic figures 134 of 
aninch high. The effort of the adver- 
tiser, I presume, is to have people read 
‘* Embroidery ro cents,’’ which means 
absolutely nothing. No additional at- 
tractiveness is gained by the promi- 
nence of the price. The item would 
get just as many, if not more, readers 
if the word ‘‘embroidery’’ had been 
allowed to be the most prominent. 
Then the description could have been 
set in larger and more readable type, 
and need not have been broken up into 
short, choppy, irregular lines. 

Mr. Cunningham says that the illus- 
trations he uses ‘‘seem to have the 
effect of attracting a great deal of at- 
tention to the ads.’’ That is probably 
true, but as the ads are four columns 
wide and eleven inches deep, I do not 
think there is any need of making a 
special effort to attract attention. The 
ad will certainly be seen, and the effort 
should be to make it readable and 
handsome in appearance, rather than 
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to lose dignity by resorting to grotesque 
humor. 

There is one heading which is illus- 
trated with a very badly drawn picture 
of two men standing before a bar drink- 
ing whisky. The text is as follows: 


THEY ARE * SMILING.”’ 


So does everybody — sometimes — 
though of course we do not mean to in- 
sinuate that they “‘smile’’ as shown in 
cut. 

When we added Dry Goods to our 
other departments the “ other fellows” 
smiled—the other fellows smiled when 
Noah was building the Ark, but when the 
flood came the walking got bad and 
“the laugh was on them Now 
we do most of the smiling and the 
“other fellows’? can’t enjoy the joke; 
we smile because our business is “* boom- 

these hard times (15 per cent 
ahead of last year), while Big Head, 
Old Fogy & Co. are running behind. 
Our small profit plan suits the times, 
and if you change your mind we smile 
and give the money back. Come and 
smile with us—the prices are so low 
that everybody smiles who buys at 
DICKINSON’S.  .- 





ing,” 


Now, probably 95 per cent of the 
goods that are sold by Dickinson & 
Co. are bought by women, or through 
their influence. If there is anything 
that the average woman detests, it isa 
saloon. Women are generally sup- 
posed to be refined, and to be particu- 
lar in their language. 

I am a firm believer in dignified ad- 
vertising. Ido not object to a little 
humor now and then, but it must be 
real wit. I cannot see how any ad- 
vertisement can be helped by coarse- 
ness. Most of the humorous illustra- 
tions which are made and sold to 
unsuspecting advertisers are horrible 
examples of both wit and drawing. 
The best illustrations that ever have 
been used in retail advertising are 
those that have appeared in the store 
news of John Wanamaker, of Phila- 
delphia. In some of these there is a 
little humor shown, but it is clean 
and pleasing. There isn’t anything 
grotesque about it, and _ generally 
illustration is merely used to show the 
thing advertised as it appears in 
actual use. It should be primarily 
intended to illustrate the goods, not 
to attract attention. If it attracts 
attention, well and good, but that is a 
secondary consideration. An illustra- 
tion which does not illustrate the 
goods, or the store, or something per- 
taining directly to the business, has 
no place in a properly constructed ad- 
vertisement. 


For Any Business—(By H. K. Morris). 


The Prince of India, 


In speaking of the writings 
of the stars as shown by 
astrology, says: 


What Is Everlastingly Writ 
Shall Be Everlastingly Read. 


We are determined that our 
reputation for no misrepre- 
sentation shall be everlast- 
ingly writ on our customers’ 
minds, and that 


SMYTHE & SONS 


Are Everlastingly for No Misrepresentatien. 





For Corsets—(By H. K. Morris). 


THE SURVIVAL 


OF 


THE FITTEST. 


The fittest contrive 
To longest survive ; 
’Tis a fact—all savants indorse it. 
In this we concur 
And this week refer 
To the fittingest fit of the corset. 





For Any Business—(By H. K. Morris). 


DANIEL WEBSTER, 


In his famous reply to Hayne, made his 
famous reference to the mariner’s desire 
to ascertain his latitude and longitude 
after stormy weather. This is called 


Taking a Reckoning. 


A more recent utterance from Congres- 
sional halls has expressed the same 
thought in different language. It is the 
desire of each person to know 


Where Am / At. 


We confess to the same desire, and are 
this week 


Taking Stock. 


Look out for bargains next week. We're 
laying out all the odds and ends. 


For Men's Underwear—(By H. K. Morris). 


Here’s a Riddle: 
WEAR MEN'S{% Socks. 
Here’s the Answer: 


Men’s winter underwear for 49 cts. per 
suit, next Saturday, October 20, Just 
compare this bargain with anything 
offered at 85 cts. elsewhere, 
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SOME LITERARY PERIODICALS. 
By Joel Benton. 


We do not have in this country yet 
an assemblage of literary journals that 
can match those in the British Islands. 
Our population is much greater than 
theirs, and we claim to have, on an 
average, a greater distribution of cult- 
ure. Yet we can show nothing in the 
line of a purely literary weekly which 
can compare in the amount and ability 
of its writing with the London Spec- 
tator alone. The ation approaches 
nearest to it, but the Vation and the 
Critic conjoined would hardly do more 
than equal it in size and quality. In 
London there are also the Saturday 
Review, the Speaker, the Academy and 
the Atheneum—which all our own 
public libraries must possess—besides 
very many others on less coldly criti- 
cal and literary lines, but which must 
be classified with them. 

Long ago there was the Mirror, 
Horace Greeley’s New Yorker ; later 
the Broadway Journal (was it not ?), 
which Edgar Allan Poe tried to estab- 
lish, and on behalf of which, before it 
died, he wrote to Fitz Greene Halleck 
for a loan of $500 ; then Henry Clapp’s 
Bohemian Saturday Press ; and, about 
the time the Mation was launched 
thirty years ago, the Round Table. 
But the various others which were 
started, and came to sudden ends for 
the most part, are too many to tabulate 
from a cursory reminiscence. 

The Nation is now without question 
the most able, influential and most 
solidly established literary periodical 
that exists, or has ever flourished here. 
Matthew Arnold said it was the best 
periodical in America, and that it 
ranked second to none elsewhere. Its 
book reviews are the most capable and 
thorough of any that modern journal- 
ism produces, for its writers are picked 
from all the world, and each book goes, 
even if it travels half the world’s cir- 
cumference, to the one writer most 
competent to pronounce upon it. It 
is political as well as literary, which 
many of the literary journals are not. 
It averages a circulation of 10,000. 
Its first price was $5 a year, but it has 
been offered for some years at $3 ; its 
connection with the Lvening Post 
making this possible, while its charac- 
ter from this connection has suffered 
no ripple of change. 

The Critic is wholly literary in the 
broadest sense of that word, and is 
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exceedingly able and bright. It is 
more popular than the ation in style, 
and some would say less dry and - 
derous. It has more tid-bids of lit- 
erary gossip and serves them upin a 
more succulent and salad-like way, 
giving pictures often and poetry, both 
of which the ation eschews, though 
Loweli, Bayard Taylor, Helen Hunt, 
and perhaps one or two other poets 
contributed verse to the ation for a 
short time. ‘The Critic has. not had 
so long an existence as its noted jour- 
nalistic colleague can boast,- but its 
circulation reaches the goodly number 
of 4,000. It is said that when Miss 
Gilder and her brother began their 
venture, a member of a prominent 
publishing house offered the former a 
new bonnet if the literary weekly 
should exist for a year. It existed, 
and the new spring or fall hat was 
promptly handed over—if rumor does 
not falsify. 

A prominent and able literary week- 
ly, which ended its career in 1891, was 
the American, of Philadelphia. 

The Dial, of Chicago, and the Zit- 
erary World, of Boston, are pub- 
lished fortnightly, the former having 
lately changed to a semi-monthly con- 
dition, though beginning as a monthly, 
They are both exceedingly interesting 
periodicals, ‘The Déal’s essays are 
rather more elaborate than those of 
the Boston paper, but the latter excels 
in the large space devoted to literary 
and personal news items. None of 
our literary papers, where literature is 
most emphasized, use ,the literary 
essay free and independent of a book, 
to any great extent, while the English 
literary journals, on the contrary, 
abound in that contribution. ‘The 
two papers I have just spoken of, 
however, keep their readers thorough- 
ly well informed of books, and are 
delightful purveyors of their chosen 
matter. 

The Xnight Errant of Boston 
and the Chap Book of Chicago, semi- 
monthlies, appeal to the esthetic few 
—toa cult if not like the decodants 
abroad, as special and_ significant. 
They are very interesting enterprises, 
and address with success their sensitive 
and aerial public. 

The Argonaut of San Francisco isa 
rattling free lance of conceded and ex- 
asperating ability, which gets widely 
quoted and doubtless is much pro- 
faned. Itis in a perpetual campaign 
heat, with no beginning or end to the 














election, and people who disagree with 
its advocacies read it-for its remarkable 
and clean-cut vigor of speech. I sup- 
pose it is also a financial success. 

Papers like Public Opinion of Wash- 
ington, the Literary Digest of New 
York, and Zittell’s Living Age of 
Boston and in magazine form, all of 
which are of great service, are prin- 
cipally eclectics. ‘They pick the best 
articles and paragraphs to be found in 
all the other periodicals of the country, 
and classify them in an attractive and 
orderly form. They are all widely 
read, and whoever takes: one of them 
long, if he is pleased with the current 
reading and opinions of the day, will 
soon think it indispensable. While 
these are all weeklies, Current Litera- 
ture of New York is a monthly in 
somewhat the same field. But its 
selections are not made so much to 
represent public opinion and to give 
the result of discussions as they are to 
give interest and delight. What you 
read in Current Literature is sure to 
be interesting, and there are several 
pages in it entirely original, devoted to 
the most piquant and appetizing gossip 
of authors and books. 

The Book Buyer in New York and 
the Writer in Boston are monthly pub- 
lications. The former gives an illus- 
trated account cf books where they 
possess illustration, and other matter 
in the way of comment and inquiry. 
The Writer is acute and weil informed. 
It addresses the beginners in and aspi- 
rants towards journalism, but gives 
advice and instruction that some of the 
hands could profit by. Of book- 
reviewing papers there is any number 
which are very good, like the Book 
News, published by John Wanamaker, 
the Book Review, by MacMillan & 
Co., and Book-Chat by the Brentano 
firm. 

The Pittsburgh Aulletin has a 
marked and very high Jiterary quality, 
though devoted largely to society mat- 
ters. The Home Journal of this city, 
founded by Willis and Morris, main- 
tains the literary tradition. In Boston 
is acuriously persistent periodical called 
the Waverly Magazine, which has for 
fifty years or more furnished an arena 
for the literary attempts of versifiers 
and essayists in their teens. Moses A. 


Dow, who founded it, died some years 
ago, worth from its profits not far from 
a quarter of a million dollars. 

The college literary journals are too 
numerous to even name. 
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Poet-Lore, a Boston monthly, to 
which city it removed from Philadel- 
pnia, and the Magazine of Poetry of 
Buffalo, monthly also, have admiring 
and devoted constituencies. | The 
former goes into elaborate discussions 
of Shakespeare and Browning and puts 
its attention only upon writers whom 
fame has already marked, while the 
latter draws large and small poets and 
some quite indifferent versifiers into its 
net. 

But all of the periodicals so far 
mentioned do not exhaust the list of 
the purely literary publications. There 
are still others not named, and then 
there are the great and small magazines 
like the Century, Harper's, Scribner's, 
Cosmopolitan, etc., which are much 
more than merely literary vehicles. 
Space would fail if I should attempt 
the field they and their kind would 
open. Papers of the class to which 
Harpers Weekly, Frank Leslie's 
Weekly and Once a Week belong, rep- 
resent a type which is certainly literary; 
but literature in the distinctive sense is 
not now their dominant note. Their 
main function is the ‘‘ news story,” a 
little more thoroughly done than any 
daily can do it, and set forth with strik- 
ing and elaborate illustrations. ‘he 
Lllustrated American, anew comer to 
this field, is also to be mentioned, and 
the Chicago Graphicis another paper 
of the class which shows success, 

The Review of Reviews, the Chau- 
tauguan, the North American Review 
and Forum represent literature in 
various degrees, but largely they rep- 
resent discussion. And there 2re others 
of their kind which can be readily re- 
called.. I may, perhaps, have seemed 
to speak disparagingly in the outset of 
the number and quality of our literary 
periodicals as compared with those to 
be found abroad. But, with us, these 
do not represent so much our literary 
journalism or so specially, as the Lon- 
don papers do thatin England. When 
we think of such papers as the /ude- 
pendent and the Outlook, and such book 
reviewing as the daily papers of our 
great cities everywhere (the Zimes 
Sun and 7ribune, especially, in New 
York) give; and the admirable and 
unique literary work in such a paper as 
the Springfield Republican, we must 
reach at least one certain conclusion, 
and that is this: The literary periodi- 
cal is not so much one distinct thing in 
America as it is a part of all the best 
papers and magazines, 












IN THE SOUTH. 


Advertising in the South differs 

from advertising elsewhere. 
- “The breezy, slangy, sometimes pro- 
fane style which succeeds in the West 
would bring disrepute, if not disaster, 
to the merchant who adopted it in the 
South. Theadvertising of quick-sales- 
for-small-profits which prevails in the 
North would fail. 

The trade conditions, habits and 
temperament of the people of the 
South are opposed to both methods. 
If a nomadic old-clothes dealer should 
advertise ‘‘ A Fire Sale” in the South- 
ern towns he would attract, no doubt, 
countless customers, but they would 
expect to buy, chiefly, on credit. 

The methods of trade are always 
governed by the local conditions which 
prevail. The chief occupation of the 
South is agriculture. The Southern 
States, with one or two exceptions, 
are distinctively agricultural. Agri- 
culture dominates credits and trade, 
as tradition dominates society, religion 
and politics. The returns from agri- 
culture are annual, or at best semi- 
annual. Money does not circulate 
freely. Those who are dependent on 
their daily labor for subsistence do not 
receive weekly wages, but draw money 
irregularly, and, in many cases, accept 
orders on local merchants for the nec- 
essaries of life, awaiting the returns 
from the crops for a settlement. 

Traditions and the climate affect the 
people and have also a reflex influence 
* on trade in the South. Great fortunes 
are rarely made and small fortunes are 
seldom lost. The people are con- 
servative. Neither buyer nor seller 
moves quickly. 

There are fewer daily papers in the 
South than in the North, and they 
have fewer readers. The weekly pa- 
pers and periodicals have a relatively 
higher value according to circulation 
in the South, because when read at all 
they are more generaily and more 
thoroughly read. 

‘There are few large cities, compara- 
tively few factories, and in other re- 
spects the conditions which make the 
flagrant and flamboyant style of adver- 
tising successiul elsewhere do not pre- 
vail there. 

‘The advertiser who: proceeds on the 
theory that the American people like 
to be humbugged, will fail in the 
South, unless he has a migratory tent, 
which can be pitched fifty miles away 
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before the indignation of the people he 
has swindled can muster a mob. 

In consequence of these facts, the 
merchant who advertises his wares in 
the South must not adopt the methods 
of the fakir. Hemuststate facts. He 
may use skill and art of the highest 
quality, of course, but he must not 
adopt the circus style. He must de- 
part from that as far as possible, be- 
cause he is dealing with a conservative 
people who have an inexhaustible sup- 
ply of confidence in the future and a 
meager supply of cash at present. 
Prices are immaterial, provided the 
terms of credit are long. Hence, to 
advertise successfully in the South a 
merchant must study the local condi- 
tions and traditions. He must not 
adopt precisely the same methods he 
employs in the East, as he does not 
employ the same methods in the West. 
The conditions are different. 

The facts mentioned here may not 
have, perhaps should not have, a con- 
trolling influence in advertising matter 
for the South ; they should be. consid- 
ered, at least. 


ADVERTISING IN TRADE PAPERS. 
By W. Bob Holland. 


There are a few points regarding 
advertising in trade papers, which, it 
seems to me, will apply to those that 
represent any industry. The first and 
most important is that the advertise- 
ments are read. They are an essential 
part of the paper. They show what 
is new, what others in the same line 
are doing, and indicate the progress of 
the world. A man who takes a paper 
devoted, say, to the gas business, is 
interested in everything that pertains 
to the manufacture and sale of gas. 
He looks at the paper from title to 
tail-piece, from head-line to foot slug. 
The care he puts in looking at it de- 
pends on the amount of time he has, 
but he devotes a part of the time to 
the advertisements. 

This being the case, the advertise- 
ments should aim to be interesting and 
convincing, rather than startling. The 
use of larger type than is necessary to 
make the advertisentent attractive, is 
worse than useless. Something should 
be told about the article advertised. It 
is not enough to say that you make 
belts. Tell what sort you make, and 





give their points of superiority. Make 
the talk plain and interesting and it 
will be read. 

















And this leads to the point of the 
value of mediums, Circulation does 
not always count. The paper that is 
paid for is the more valuable because 
it is the one that is read. A little in- 
vestigation will show that the circula- 
tion of trade papers is, to a larger ex- 
tent than among literary or newspa- 
pers, free. Such circulation is of little 
value. A close scrutiny of the paper 
will sometimes give the necessary in- 
formation. Its appearance will tell 
whether it is a paper that will be paid 
for and read, or whether its circula- 
tion is gratuitous. 

Very little good advertising is done 
in trade papers. Many large concerns 
content themselves with inserting their 
cards, oftentimes using a full page for 
the purpose. ‘The space could be 
filled with solid nonpareil, and if it 
were weil written every line of it 
would be read by almost every sub- 
scriber. ‘he very fact that a man 
subscribes for a trade paper shows 
that he is alive and is trying to keep 
posted on his business. If you can 
tell him something he doesn’t know he 
will read it and be grateful to you. 
And he cares very little for your busi- 
ness card, no matter how much space 
it occupies, or how large type is used. 

The whole thing hinges on making 
the advertisement interesting and con- 
vincing. ‘Trade papers are read as 
much for their advertising as for their 
literary matter. [ think it would be 
well for all advertisers in trade papers 
to get a file of PRinTeRs’ INK and 
study William Johnston's advertise- 
ments. I am not in the market for 
printer’s ink, but if I were, I should 
give him an order. Whether he kept 
my custom or not would depend on 
whether he has been telling the truth. 
He is convincing because he gives 
reasons, figures and proofs. I some- 
times skip a little reading matter in 
PRINTERS INK but I never miss an 
advertisement. And I have noticed 
that other readers of the paper go 
through it carefully in the same way. 


ONE ON CHICAGO. 


A Windy City publisher 
Unto a wily merchant said: 
“Unless you advertise your wares 
Your business will be dead.” 
The wily merchant winked his eye 
As he grasped his sordid pelf, 
And whispered to the publisher, 
“ Physician, heal thyself.” 
——_—__ ++ —_—_. 
An ad is like a blazing star, 
It shows the world just where you are. 
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ONE MAN’S OPINION. 
TiviovTE, Pa., Nov. 21, 1894. 

Editor of Printers’ Ink: 

_ The discussion of catchy, titles for adver- 
tising articles is an interesting feature of 
Printers’ Ink, and we venture to ask an 
opinion of the name “ Ceresota,” as applied 
to a brand of flour. For months I have 
glanced at the word and invariably thought 
pee seal which I — —- a 
leci y unhappy a ation when flour 
was involved. What think ou? 

E. Wurrte, 
Editor News. 


ACCUMULATING TREASURE, 


Tue Nationa LOAN AND INVESTMENT 
Company, of Detroit, Mich. 
Advisory Board at a. W. Va., 


ov. 16, © 
Editor of Prixters’ Inx: oy 


I have been a student of Printers’ Ink 
during the past two years, and I have just 
begun to realize how little I know and how 
much there is to be known before one can 

ome a successful advertiser. I regard 
each copy of Printers’ Ink as being worth 
$5 to me. I preserve them and have them 
nicely bound. W. T. Jounson, 
care of Box 282. 


—_—_—_————— ee 
THE NEW POSTAGE STAMP. 


Rapip Appressinc Macuine Co. 
R. G. Dun & Co.’s Mercantile Agency 
Building. 
New York, Nov. 22, 1894. 
Editor of Printers’ Inx: 

As your publication reaches the majority 
of the leading publishers throughout . the 
country, you should stir up the publishers 
and all business firms of the United States 
to make a kick against the present horrible 
manner in which postage stamps are bein 
made. They are printed on poor paper, an 
the sheets curl up, and are, to say the least, 
cheap, nasty and sticky, thereby causing 
considerable loss of time to firms who use 
large numbers of these stamps. 

F. D. Be.xnap, Prest. 
Rapid Addressing Machine 


FROM DOWN EAST. 


Macuias, Me., Nov. 20, 1894. 
Editor of Printers’ Ink: 

No doubt by this time compliments have 
a very “chestnutty” flavor to you and are 
used chiefly as a waste paper basket stuffer 
but I can’t help telling what I think of 
Printers’ Ink. I have read it more or less 
regularly (less—-when I couldn’t get it) for 
several years, and I say it is aptly called the 
Little Tcnathanate, In these “ yellow 
aster ’’ days it is positively refreshing to read 
some of the bright, sharp quibs in it. 

One thing I can’t quite understand though, 
and that is: Why, in these days of “ad- 
smiths,” who speak of their ability in such 
a very modest, unassuming manner in your 
advertising columns, there are so many 
poorly written ads? These remarkable 
writers must certainly write tremendously 
few ads, or they have a great faculty of over- 
estimating their ability. Which is it? 





oO. 


As for your Wm. Johnston, the ink man 
I only wish I was a buyer of ink that I 
might show my appreciation of his remark- 
ably clever and audacious style of ad-writ- 
Please pardon the length of this 
Yours very truly, 
E. W. MitcHe.t. 


ing. 
scrawl. 
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WARM poses? is NOT EXTRAV- 


Dealer in Boots and Shoes. 
Risinc Sun, Ind., Nov. 16, 1894. 
Editor of Printers’ ten: 

I read Printers’ Inx mae | and more 
good points to the square inch out of it than 
Republicans got votes at last election. 

Paut A. Davis. 


Office of Paut A.Davis, t 








THAT DISPLAYED WANT. 
“Tue Den.” 
Boston, Nov. 17, 1894. 
Editor of ir sang Lape 
Upon di in the issue 
of Nov. 14 on Fant Deneenl Ad,” which ap- 
in the Boston Herald’ recently, I 


thought the experience of another in a sim- 
ilar line might interest the readers of Print- 


ERs’ Ink. In the month of October, 1891, 
the + Ag ad was inserted in the Boston 
Her 





CAN ANY PUBLISHER 


make use of a young man who has had eight- 
een months’ experience in the business. If 
so, address » Herald Office. 


The heading was a two-line display and 
the position occupied was top of column 
headed “ Positions Wanted.” This ad re- 
sulted in a situation worth $1,800 per year. 
You say in your comment that “the adver- 
tiser probably recognized the fact that if his 
business were to appear in the column de- 
voted to that class of advertisements there 
would not be one chance in a thousand of 
his receiving any reply.” 

ELSON H. GROVER. 


+> 


A KANSAS CITY PLUMBER'S AD. 
Office of “THe Western STENOGRAPHER,”’ 











S. H. Snow, Editor and Publisher. 
Kansas City, Mo., Nov. 15, 1894. 


Editor of Printers’ Ink: 
Inclosed is an advertisement of one of our 
city’s most progressive business men: 

















often destroy lead pipe by gnawing 
holes through it. They fill the house 
with odor on account of carrying 
scraps of meat, etc., under the floor. 

To do away with Rats cultivate 
Cats. To repair the pipe cultivate 


DENT YATES, 


Tel. 455. 20 EAST SIXTH STREET. 











Jj. Epcar Sxow. 
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AND HE WAS NOT ee To 
BREAKING COLUMN: 


Office of “‘ CHEsTER Seat 
Published Every Afternoon. 
(Sunday Excepted.) 

Cuester, Pa., Nov. 17, 1894. 
Editor of Printers’ Inx: 

A Chester bibliosophist writes to the Ches- 
ter 7imes that “‘ Sampson was a liberal ad- 
vertiser. He took two solid columns to 
demonstrate his stren, h, and several thou- 
sand people ‘tumbl to the scheme at 
once. In fact, he brought = the house.” 

W. C. Sprout. 


—_+or 
THE PRICE OF JOKES. 
Exxuakt, Inp., Nov. 16, 1894. 
Editor of Printers’ Ink: 

Either my friend Mr. Nichols is mistaken 
in the matter of the market value for jokes 
or I have been wofully s vindled in the past. 
He quotes Town Topics as paying $2 for 
jokes. That publication | id but fifty 
cents so far as I know, and I know several 
of its contributors. The same as to 7rath. 
I call to mind a check for $17 I received 
from Truth Company for thirty-four jokes. 
At $2 each I would have received $68. It 
makes me feel poor to think of it. However, 
Truth has a new editor now and he may 
pay more. As I never cultivated the habit 
of writing puns that depended for their 
point (?) on the use of quotation marks and 
the spelling of words phonetically, I sell 
him none of the products of my joke foundry 
and do not know what he pays. The New 
York World and Herald pay $1 each for 
jokes. Puck pays fifty cents unless a pict- 
ure goes with it, in ae case it is $2. 

- Bos Hotianp. 
PT Fic, 


Classified Advertisements. 


Advertisements under this head, psolinee or more 
without display, 25 cents a liz: Must be 


handed in one week in adsance. 


WANTS. 
J ANTED—Sample books of a fine line of '95 


\ 


calendars. REGISTER, Lykens, Pa. 
ANTED—Daily newspap new: good town of 
W 12,000 or over. “BONA Pipes ” Printers’ Ink. 


W tnt prices DUBORE half-tone cuts. Send proofs 
ond ~ eee DUPORT, North Elm 8t., West 


Warn. Lists of ladies’ names and ad- 
d for Ph purposes. “ MANF.,” 
Box 94, Statesville, 


Frrienced ad moathiy ame magazine wants expe- 
ced advertising 
rtunity oe -_ man. Address “ PERI- 
Printers’ Ink 


i Sy pasene medicine proprietors—The adver- 
tiser will ey an article of merit hav- 


i a Send pessoal ars t 
Ee vESTMENT,” om “6 —~ > Printers’ 4 


eto of a first-class dail ome 
2S 70aes man of experience. ber, re 

able. Will insert ail LSP eeaated ads without 
error. Address “ MAX,” Printers’ Ink 

‘| "HE new No. 6 ae yy nae, 

I writer, x. who has see We 
want every 0’ w about it. “WYCKOFF, 
SEAMANS & BENEDICT. 327 Broadway, N. Y. 


Ww ANTED—Position ina anne. company, 

Had charge in both nev 4 publishing 
‘ad cha n now rand pu D 

offices. Best ref ferences. rs * Printers’ Ink. 


DVERTISING solicitor, 18 ’ experience, 
highest references, open or petunanens en- 
gagement with reliable new- par or me me 
after Jan. 1. Salary and commission or commis 
sion. Who wants me! Address “ SOLICITOR,” 
care Printers’ Ink, 





opicae 














Q WASTED — By Sret-clam all 
“PRI 


f ime 
country paper. ddress 
” Box 1003, Des Moines, lowa. 

. ANTED—To purchase for cash a daily 
W newspaper paper plant in 3 —h Ey east of Missis- 
sippi and north Ohio, Cay of — 
twenty to fifty thousand 
Republican, preferred. State condition of a 
etc. Address MORGAN BATES, 113 A Adams St., 
Room 30, Chicago. 





y wens one 
ddress “ A ao 1, 
ALF- TONES—Wanted—Co mera with 
firms ees using 
ities of half-tone 
e can e 
ons that AS be soe 
consideration. 
LUSTRATING. SYN DICATE, 
Columbus, Ohio. 
JE have a unique idea in the way of adver- 
tising cuts -— different from 
those with which you are — 
a refreshing c write It will a ag 
w! 


— Seeee wha nos 0 see ii 

” novell in this line. 

iktren TIVUSTRATING SYNDIC TE, Colw 
= ot Ow. In writing give the coun 


erences. 


engra 


advg. business in New ngouuinuce City, 
sonally inthe adv: be with all prominent advertis- 
ers, and having an office fully equipped, is RS 
to 


engagement, on a com: ion basis ope 
for one or two well-established publi- 
cations. 


Highest references for capabil'ty fu fur- 
nished. Address ** XXXX,” c care Prin 


he ~ yin ie position as 1 as business manager of a 
and weekly in a town of from 15,000 to 
5000 lave had a thorough and practical expe- 
— in ne r work,and have given spe- 
nders, but if mt some, one wind 
pit ih wonders, you wan me one who 
Pill l give you , honest work, net business 
where there is ness to be look care- 
fully after Toon eS AN ete., would like to hear from 
ou, Ad. “ MANAGER,” Printers’ Ink 


\ 





] ANTED—The auuress of every writer of ad- 
a ae for large 


YOU CHECK YOUR ADS? Are there any 
~ gt in gett Do you p ! Do: yee —. 
the goods you ‘ou pay ort space, 
wrong inzertions and ‘Cmitestons! Publishers 
make mistakes just just like other people you 
want te pay, for — em os 7 The Eureka 
Advertisers’ Record ‘ords a 
con mvenient, “aocurase, of  ~ 
=. It F 
icking Co. 
Baker a (Mellin'’s Food), 
Cristy Knife Co., R. L. Watkins’ Ad- 
vertising Agen cy, Adams’ Tutti-Frutti, Pabst 
ng Co., None-Such Mince eee ‘Strongly 


i 
3 


re ound ~ one poser it yee yess aon want 
‘one: 
to kee Pike beck. Sample R. 
SCAT sare. Jr., Publisher, ° Sth, ond hose 
St. Paul, Minn. 


+o> 


BILLPOSTING AND DISTRIBUTING. 





R H. JOHNSTON, advertising distributor. 
. 1581 Franklin Ave., St. St. Louis, Mo. 
QOUTHE ERN M. & C. CO. have superior facili- 
ties for distributing circulars, tacking up 
anna in Southern States. Honest distribu- 
pa eile N. c w rates. Lock Box %, 
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PRINTZ, Govroater of advertising matter. 


P. 730 9th St., N es m, D.C. 
PRINTERS. 


V AN BIBBER'S 
Printers’ Rollers. 


ling that e printer needs—and 


eran ane 
& BRESNAN, abet See 
preerosx of ‘the highest 








| ge 


just it. We Go te 

P M ete, presavork reas wi well 
done! FERRIS BROS., 390590 Ie Yy.City. 
Cas your Printer important 
"3 AY spokesman who 

gro es to ae lic the the sory which you are to 
iter a your le at- 

fim, The prin art, b out your areu- 


— ring 
ments, drive them home and clinch thom ; or he 


as good as the copy! come 

idea of business attractiveness! May i Ry you 

any. 3 THE LOTUS PRESS, 140 West 23d 
. ¥. City. 





ADVERTISEMENT CONSTRUCTORS. 
AD SMITH. 


Be** Ads. 


1 


TRADE-BRINGERS for $10. C. A. WOOL- 
FOLK, 446 Main St., Louisville, Ky. 


PREPARE original advertising matter of the 
better class. Send data and stamp for sam- 
pies . CLIFTON WADY, Somerville (Boston), 


TM. poms, 2115 West Norris St., Philadel- 
ph Expert critic of advertisements; 

17 years’ ex Ry charges moderate. 

for partic 

V E have turned out more ads and better ones 
than any other house in the business. WM. 
JOHNSTON, Manager Printers’ Ink Press, 10 
Spruce St., New York. 


RHYMING ad that folks can hum I'll write 
+ you, for a modest sum. I write, design, 
pny ads in verse 3 Luror. E.L. SMITH, Cod: 
man Bidg., Boston, M 


Wwe... sensible ads made. Busy and desi 
ostly technical, chemical, medical and ~ord 

ent subjects. Knowthem well. Ads each $1 to $3; 

mostly R. L. CURRAN, 1! Box 899, Chicago. 


66" jousE” subjects, chem chemistry, patents, med. 
icine ad te yng —v- ical e 

lence in the first tw ecess in writing ome 

the last. R. L. CURRAN, “Box 899, Chicago, 11). 


qT Is HARD TO TELL @ —~ facts about my work 
bad. yet not seem to be If you mean 

business, let me send Fae Sad the testi mony 
of a few of those who have tried me. JED SCAR 
BORO, Station W, Brook] Brooklyn. 


} ae OF ing? ing?! Needsatonic! Want a 
medy # © or three jent pointers 
from ‘you togeth er with a stamp. will merit a 
little ood advice from me. F. McC. SMITH, 
Loan & Trust Bidg., Washington ; Equitable 
Bidg., Baltimore. 
B UILT FOR BUSINESS—The new No. 6 Rem. 
ington Standard Typewriter. Retains the 
mtial features of sim nple and durable con- 
struction which have e name and 
n the fame of the Remington, and advance 
, 4 to a higher stage of development. 


14 AM always glad to see anybody who means 








business, but I F  magode ang? some time clear 

for work. if 9 and li 

A.M. If you must come via ter make an N BATES, 
ment before! CHARLES AUSTIN 


hand. 
1413-1414-1415 Vanderbilt ee New York. 


NOTHER “ rin en” B. Folrath, Decatur. 
IlL., writes : Soya ads reall first-class and i 
= weil see how they could be 


Wiite on letter-head for 


leased. 
wed in fact, ont want Og ad 
$l. GEO. A. BERRY, 919 Loc 


iT 
+ St. tion 





16 PRINTERS’ INK. 


Curry MAN weten thie wast: “ Matter for 
Piano dealer says: ona site are ood. Am well 

y will hear from me in.” Wall 
eae JED ‘SCARBO RO. Box 6s Station W, 


ON ne ~o heal for ads under six inches, sin- 
column—if you will use ten or more. 
e ht-page boo! —_ ten to to order, and 


verses wri 
about shoes—12 for $5—cash — ‘order. WAL 
TER W. BRETT, 261 Broadway, N. Y. 


ADVERTISING FOR _ RETAILERS—64 25 
cents—Contains the Tha 


ten rth of good out fot ie ile ale 
your owe ba*k ‘and ant nero 
Bide, CHA TES, Vanderbilt 


ne Ne Ze 


learn in an ex; ence 0 my 
a If ‘ou read it and tell me that 


{™ the inventor and sole ov sole owner of several pat- 
ents ; they have eae poeiens tested 


proven satisfacto’ 

salesman, so wish a pa rchaser or a re- 

liable fe salesman. with either ge T  - = ee 

margin. terested, ress for particu 

wey ha, WESSON, No. 428 Jennings Ave., Fort 
. 


ig my office I have e the bes best “rr — artist in 
America. I know that is a state- 
ment, but I mean it - it is true. it r had = 

of a better artist for my business I should ha’ 
im netead. iy client ents — ote 


of having 
their adv erthing ne r jase ri ‘ight. They know 
the value of quality and they are will to 

a fair price for the best wor! Me who pn 


sell. but am no 





are invited to cmd SS rices. 
RUSTING BATES, Vanderbilt aderbiit Building, Nev New York. 


T? LIKE to print my prices here for peseering op 

all kinds © preets og ne but the wo. 
varies so much 's out of the question. 
rate retail ade $1 ebe br price is ie le less if 


they are illustra’ pares Gt ifor _ kinds 
of = gdvertt sing, if thes the su’ ~ hs an easy 
one to han and more. Book- 


lets $l a 1 oi my labor | like Wm. Johnston 

i e no extortion. But Johnston always 
requires cash with order, ¥ witte I don’t. Toa 

business concern I will submit my \ 

pent approval before asking = a a 


nobody. has Shoneed 
hen you read Johnston’s ad, think 
i BERTM M ES, Box 283, Brooklyn, N.Y. 


ABE you an dvertiser of dothing carpets, 





tisin 
woulin'tyoulike I eto have 
it pay you better? A us 


show you 

bel ‘ou. HARPER TL 
TING SYNDI- 

GATE. Columbus, O. 


He 
Eg 
: 
: 
‘ 


first—I want both. 
BATES, Vanderbilt Bidg., n'y. 


é 
E 
E 





A’ FRAT BES the ote’ JED sc _—e* 
Station W, Br n, N.Y. — 

I Sues Baye hese re soubjects, Team 
flees =a Tcan can also 
address | s intelligently. ty work has 
i we steel and iron 
inelided' piano a 


concerns, prietary bis, pupaening 
furs, clothing shoes, hats, etc. A large manu- 
facturer who hail been using my ads said : “ We 
shall have to burn. Our sales have in- 
‘y thousand dollars on the corre. 
sponding month.” A r : “Our sales 
e increased twenty five thousand dollars on 
they year, and I think it’s due Seeerereane. Ud 
been and I said what I always 
That’sall | ever pre 
1 furnish the most “fetching” 
— and it 


su Boling 
35. Wi ‘AN DIXEY. 8 %6 World 
ew York. 
NE of the bet odvertipas I know wrote un- 


that the 
induce wto4 ve ta quite a little of A... =, 
for you ce: grasp very quic and effect- 
markable’ that cones we wish to make. It is- 
e have 80 little criticisms ‘to 
Santen is porion, They are very —~ Bg 
The arent of the cuts is equally good good.” Again, 
n Oct. same man says: “In reference to 
bill, we do not wish to — shows it, ty the 





heapl: po ible, but = oc ite lit, 
ec \y as we ap 
as the rst consideration” tt oes, Happen 
metimes that one of my r- 
tionately fF gher than another, but the 
based on the same price pe’ 
mentioned three were ae 
and twelve at $2 — These 
trade papers, My usual price for such ads is 
each, tho sometimes can write m for 


© mass. I can improve the average trade 
Been Panera about 60 per one CHA RLES AUSTIN 


yy Setardeg, November 10,1 sent four illus- 

trated medical advertisements in response 

toan order from one of the largest and most 

iccessful advertisers in America. On Monday, 

November 19, I received a letter from him 

: “We have Golavend a little to consider ¢ 

copy and sketches before reporting to you in 

rd to etches 


rega. 
very ae and. have only a few slight chan; 
to In the other three ads we 


We notice your terms for mating the two sets 
of advertisements, 39 in all, —— ereby author- 
ize you to go ahead with the work.” Theamount 
of order is four hundred yr *- (9400). I 
am to ha ed i 


of the praise 


ual 
Such an an orcer from such jeans unmis- 
takabl gh ty) good w work. oaHe is able 
and SO pay, for 
comes to = for it after trying with a small 

order. The profit inthe order! isn’t worth near}. 

so much to me as the assurance t my wor 
t. I | honestly, believe that I can write 

rthan 





ew York, 











STREET CAR ADVERTISING. 
J OHNSON’S figures are never beaten. 
A. J. JOHNSON, 2%1 Broadway, New York City. 
W RITE TO PSRRSS, First National Bank 
Bldg., eee N. 2 . 


F% Street Car —\ 
GEO. W. LEWISCO..Oire Girard idg., fae Pa 


BS IG inducements “for adv advertising on the ele- 
ae gyn ern ah New York, —— and 


pn = free. oCOHN BR BROS., Temple Court, » Me 








> 
MISCELLANEOUS. 


END cabinet hotograph a and 35c. and receive 
FS 7 12 miniature photos. G FAIRFIELD, Wind 
ap, 


A DEVELOPMENT—not an experiment. The 
i ee No.6 — —"seaga dard Typewriter. 
Broadway, New York 

rv } abe her Post-INTELLIGENCER Seattle has one 

of the~ ore Weekly papers of the Pacific 
Coast.” —Harper’s 

¥ E issue & circular about our emai ( clock, 

which we are glad ® to cond ta to any 0 The 

cut, however, does not illustrate the Yiock: well. 

We’ x to “_- clock, when parties na ne. 


ODS 4 valua 
can’t ‘con mete ‘or less cents, which, 


than 75 
the way, os pasty ten —_ for a timepiece. 
PHELPS Ansonia, - 


= BEST PEOPLE 7 CANADA-~ Four lists, 
bound, typewritten endenss ay sgraneed 
containin street ad- 


ing introdu: make 
“a Vddress uonk MONTREAL SILK 
0. (Limited), Montreal. 


BOOKS, 


LD books boughs: ond sold. Send stamp for 
Address CRAWFORD, 312 North 
7th St., St. Louis, M 


ANGER SIGNALS, a manual of ~ 
ints for general a advertisers. 
mail, 50 cents. PRINTERS’ INE, 4 
Spruce St., New York. 
6é ey LAW W AND FX FORMS.” Saves law- 


. Convenient. 
Economical. Indorsed by leading bankers, mer- 
chants and RAAL Sent on ap Nae ane 


for reales. tt EGLER & 
St., Philadel; 


OCKET- Boon oe publication per- 

taining to poultry Keeping and rural pur- 

suits; presen’ annua’ 
chased goods by 


a aires Circuiars 
copy of ~~ . l be hy D. &. 
LAMBERT, A Apponaug, R. 





ADDRESSES _AND A NI D ADDRESSING. 
E NVELOPES. rs, etc., addressed 
. ailing: Sipe r Mt very guaranteed. 
J.C. TO RDS linneapolis, Minn. 
Fre RESH agents’ and d canvassers’ addresses, clas- 
6 ses 18.000 'g10; 30,000, “ea0. he —_ o- 
Wart fork now: oi Staab Bennington, Vt. 
t, sold oF or re aed. Valuable 
—. "ireah letters always - in steel for 


x: 

Wi ‘ists Medical let- 
ate Te PNW & 0O., 112 
cago ill. 


Dearborn 8t., 





PRINTERS’ 





IN kK. 
Be INTRODUCTION —Good goods to 
If you have the we have 
peo a 0) will effect introduction. A 
Well-bound, ed ge itten, arranged and indexed 
list of 35,000 besc oa’ in —— (none 
$i. cost en us 


ta? Bow » $100. THE. MO: 
co. (timid), testes 


~ ELECTROT YPES. 


F YOU WANT the best interchangeable — 
and base, ss ‘test all re a 
order them B. SHELDO! 
Haven, — 


a yAY “at en and t our best half-tone portrait. 
kinds of cuts woHicas as su’ niet: 
us your wants. 1CAGO =— 
QRAVING CO., 185 Madison St. 


F advertiser ge Craske’ ori n 
I zou are ans ve ~; e's p ona om 


Work and 
n ask "Toh nston, of ~—I Ink. Address 
New York. 


CHAS. CRASKE, 45 & 47 Rose St., 
‘HE best ad can be led a r printer. 
‘I We display ads o they wii “atch pene 


and also furnish elect 
STON, Printers’ Tuk Press, Press, 10 Spr ia N.Y 
y= woh ong your own ads, but one thing 
can’t make your own a 
pag of us 


y31.50 for best aif’ — cut ; Hore 
and work the best. CHICAGO PHOTO 
ENGHAVING CO., 185 Madiso: 
TE jaepe electrotypes for for cies and 

\ ral advertisers a apecialty. 
all- metal cut * more durable ani 
tl any other make. Our fac 
a us to fill | and oN orders at - low 
WM. T. BA & ew Haven, Conn, 


aati Chalk Plate C 52 Frankfort St., 


Cleve! U., recoats old 9 ines for less than 
cost. Pu 


50 per cent of 

chalk p! are requested to write us _ ped 
lars and particulars. Our work guaranteed 
class or no pay. infri: 


No ent of ~~~ 9 
our formula is original with wakes 


C™= LUTYVPE is preferred by obvertinees be. 
/ cause it is 10 per cent 
wood or m Seat auth Os Fitiseo light for mailing 


yood as well as a. — we die: Cell 
as well as a cui atypes 


and Serre ae manufactured 
J.F. MAN CO. Baltimore, Md., U. nd A. 


H“* “TONES for newspap 
Ph wo... 


Tress-WO' 

EN only otair. ices low. 
Send for roofs. HAR- 

PER _ ILLUSTRATING 

SEpDsCasE, Columbus, 
Oo. 





FOR SALE. 
GENTS’ letters, never used. A. D. PERKINS, 
New Haven, Conn. 
UYER for t novel ialties . 
B DODGE, Manchester, N. ia acts 


&é 
of the four rs of the Pacific 


N her Post-INTELLIGENCER Seattle has one 
Coast.”— Harper's 


OR ee only. second-hand bookstore, e: 
} tablished eight y in “ee, seost 
ae pee ol college, ae es nly party 
eed 7 lg .” care of 
Printers Ink, New Yor! ity. 
N° Remington Standard writer. A 
developmentnot. =: ——— it. Many 
notable 


ements 
rated into to this 1 new model. oT YCKOFF. 8 SEA 
MANS & BENEDICT, 327 — New York. 


BAness lant i= 
thy ty wn of of sha. No 
Ca 
tion. "ion ose, 08 
WHE not use a 4x9}¢ “Gai Wiser asa prseti 
card! int then and Use special Cut 


= am ae ‘= 
ty. write the ad, too at 


Law -§ 
$i per 700 ame ia for GO Columban. $22.50 Ae 














3. 5 BUYS 1 INCH.. 50,000 copies Proven. 
WOMAN’S N’S WOR] nea 8 Ga. 

eo G PRESSES for ty 10,00 to 

12,000, or ba Ses fame 7 
rset-class con ays only ity. (Fr 

of reas 

Bacon Ts saa larger “ap n, Busi- 


ess Manager, Pittsburgh, Pi Pa. 


0 YOU CHECK YOUR ADS! Are there any 

leaks in your advertising! Do you measure 

the goods you get! aoe you pay ong short rece, 
ns 


wrong insertions and om Publishers 
make mistakes just like other peop’ ple. Do you 
want to pa. pay tor for A blunders! “The Eure! 

Advertisers ” affords a 
compact, Be 9 accurate, time saving, 
leak stopping check system. It is by 
such advertisers as Cudah: r 


y Packing Co t Walte 
iaker & Co., Doliber-Goodale Co. (Mellin eee) 
Cristy Knife Co , Dr. Kilmer, R. = Watkins’ Ad- 
vertising Agency, Adams’ Tutt ~ Sob ger Pabst 
Brewing Co. “7 Noné-such aaa aas itrongly 


boun? book 00 pages 
ps 20 voy Boney be back if ts you $ ion’ want 
1 o keep th . le pai ete., free. R. 
SCHI MANN, Jr. Publisher, r. 5th and Rosa- 
bel Sts., St. Paul, Minn. 





+o -___ 
ILLUSTRATORS AND ILLUSTRATIONS, 


TOOD ENGRAVIN Best work only. H. 
SENIOR & CO., % 0., 10 Spruce St., N.Y. 


LLUSTR’D features for nev mowaver Ts and advrs. 
HARPER ILLUSTRATING SYN., Columbus.0. 


LINCH our type talk with a picture pat to 
C z f Kind. Samples 


purpose. I make 
for a stamp. Tei, WiLLiAMs, 152 Wash. Loap 
Trust Bldg., Washington, D. C. 


ANDSOME illustrations and initials Sor —- 
Cy weeklies Coan’ a Sag Hing. bc i 


iw IELUSTRATING CO. ‘Noose 3 # % 


( YALENDARS i 1895—Elaborate Photograv- 
nm heavy enamel board with 





devi ved Ito ah retail trade. 
the trouble to ar 

satisf o FITH, AX’ 
Holyoke. 


FURNITURE. Es peta. shoes, 7 go vig : — 


ing goods, jewelry, 
nishings, clothing, hardware, groceries, optical 
goods, pianos, peng oie get fe , wail paper, drugs, 
its, flowers; in fact, alm 
, 72 sell. and the help costs but a trifle. 
HARPER ILLUSTRATING SYNDICATE, Colum- 
us, 0. 


‘OR siaideccieemmett f= weekly seesteee 
emb 
= portre rales of promt 


— ~people, news car- 
toons, fashions, jokes, 
Fe illustrations, see 
faity of iocat illus 
brn ty of loca us- 
trations to order.We can 
fiveyon ‘ou moreand better 
Htustrat ions.generaland 
local, for less money than 
an artist on your staff. 
W: . WARPER IL- 
LUSTRATING SYNDI 
CATE, Columbus, 0. 


= EDITIONS—If you are thinking of issu 
ing a boom 8) 


rove “it iy > Four 
& CADY CO., 


] or souve 
nir edition . and want to il- 
lustrate tin t the best 


ble ‘manner, a‘, little cost, 
we want to tell you about 
our newspaper half tones. 
They have all the essentials 
that make half-tones so at- 
tractive, yet can be printed 


with only ordinary care on 
news or ordinary boc 
per, and on man: 
eost less than 


work. HAR 
P TRATING SYNDICATE. Cul 
umbus, Ohio. 


bock pa- 
subjects 
ordinary line 





PRINTERS’ INK. 





bay de ated img a for advertising and 
D*i oT 7 Warren St x ¥. 


ypouay 1 ILLUSTRATIONS for newspay 
advertisers 
pn ¥ peo roofs of our 1894 
line of holiday borders, 
Coxteons, Savertee ng 
cuts and 
newspa papers ‘and adver- 
tisers. All new. original, 
novel and unique Copy. 
righted, and each id 
but to one firm ina given 
te ry. If you want 

t out an attractive 


‘ow 


od or if you do an 
olida: advertiabes tie 8 
line of illustrations will 
nterest you wane mod 
neg at once; 
rs get them * HARPER 
ILLU STRATING SYNDI- 
CATE, Columbus, Ohio. 


> 


ADVERTISING MEDIA. 
™ YANK, Boston, Mass., 60,000 monthly 








‘HE HARDWARE DE aan A magazine for 
deaiers. 78 Reade St., N. Y. 


[B= HARDWARE TASDFACTU ws a mag- 
azine for makers. 78 Reade St., 


‘SE OPTICIAN AND JEWELER, “s ain 
Tane, N.Y. A peculiarly good medium for 
ae advertisers. 


Trson advertising in PRINTERS’ INK 
mY i amount of $10 is entitled to receive 
the paper for one year. 


6é nd her Post-INTELLIGENCER Seattle has one 
of ft... four a Wheelin. papers of the Pacific 


gona tc a News paper List (60 week! 

Sworn circulation — CANADA Raby 

PRINT CO., Hamilton, Ont 

fhe METROPOLITAN aNp RURAL HOME, 
N.Y., an f pee and family journal, is- 

sues over 500, monthly. It pays advertisers. 


'IYHE HEARPHSTONE, 285 Broadway, N. Y. 

Largest rgest pat -in-advance circulation of any 

similar monthly in the United States. Send for 
rates and sample copy. 


7 OU CAN’T get along blag German adver- 

tising. The Germania blishing Co., Mil- 

} apm Pahiiahes the von hy Seeman advertis- 
ing mediums. Circulation u unrival 


DVERTISING in newspap newspapers ot “ naan cir- 
culation” means * INESS.” For partic- 
ulars agerene A. FRANK RICHARDSON, Tribune 
Bidg., N. Y¥. Chamber of Commerce, Chicago. 


66 4 HAT the ———— of he trade journal has 

enormously inc late mg and is 
still increnetng,; Oa intellige Eins would 
yonture to EN LAND KITCH- 
EN M AGAZIN ‘ie a a Aad trace jour- 
nal. ‘advertisers will‘ find its influence inval- 
uable in thousands - homes. Address 7 Temple 
Place, Boston, 


HOUGHTS are the flowers of the mind-—print- 
ers’ ink is the dew that helps them to healthy 
maturity. = brightest sayings of the clever- 
e-t tongue may reach the public dimmed and 
“ntruthtol spoiled in the printing. High art 
srinting is our business. In the transfer from 
he copy to the printed page we aim to add the 
effectiveness of art, the oy EY of form 
and harmonious colors—to do the ot printing 
rossible. Do you like that kind? vet 
PRESS, 140 West 23d St., N. Y. City. 

ROM the | peepee 1d of printing arises the 
F necessity for ‘or excellence Prin ted « statements 
are as fair a criterion of the man as the taste he 
displays in the selection of his clothes. 
printing conveys wrong i esions. Fiave the 

eRe: re of your business attractively pre- 

The catalogue, the little brochure, or 
the cizeniar, are simply renroductions of what 
you’ve said. Don’t let the tale lose strength in 
the printing. Our business is, making the 
— po atone artistic, impress- 
ive. THE LOTUS PRESS, 14 
West 23 St, N. Y. City. 








SUPPLIES. 
yas BIBBER’S 
Printers’ Rollers. 


Y fort for oneing. “BRUCE & COOK, 190 Water 
St, New Y. 


ESS ; >3s ; Gordon movement ; d 


N's lay Fost 
der r. J. M.JONES & CO.,Palmyra,N- 
soma 


i, satly done 
P Ae git, "ACT Creat Madison, W 


pss PAPER is printed w ink man’ 
the W. D. WILSON. PRINTING “INK 


ured = 
CO., Lt’ Ae 10 Spruce St., New York. Special prices 
to cash b uyers. 
( YIRCULAR soot re pemeers a and addresses 
ss per M. Experts can scarcely 
tell 8 it from genuine type typewriting. G. P. VA} 
vYE, Mason: Temple, Chica cago. 


CENTS for @ goo aoe revo! pane ve rubber 
5 dating vscamp. Prints all | the nths, 
years, from 1894 to 1899, figures 0 to “Reed, 

Ans’d,” “Paid,” “ de" a.” 2 
MALLETT, 78 Reade 8 


Wee E sell envelopes lil irs Johnston sells 
10,000 good XX 6} H. te En- 


elope yo with your card and delivered. 
f. o. b., for pe, check with order. 10,000 cire 
Sarelopes. fo $8.50. Satisfaction pwede om 9 

K, Printer, Zanesville, O. 


MAGINE an original cut o' cut on 


3x5 folder ; — ine t 


Bnt'd.” 





cg 


one of a ae: 
e two inner pag 


filled with catchy w ng. Kony they nbelp 
— We will get you up 1,000 on heavy bo: 

white = tinted. for $10; will print in two 
Solore for r lots 


large: ter prices. 

LANDON PR NTING 00., Co CO., Columbus, O. r 
| ge 5 DAVIS writes: rites: “My experience with 
type-written and a written letters has 
satis: Your wo n 
and re for the many thou- 
sands which I have sent out, I consider er 
than for the same amount of money oxaen ed 
for advertising in we the other way.” Send to 89 

William S8t., for samples 


RYN EMINGTON Standard Typewriter. The new 
pe. 6 model ouppnes greater permanence of 
nt, improved ring bn 
ion Tahter ‘and much improved fw hy 

of greater capacity. Easier and faster ‘opera: 

tion, with improved quality of work. Bette: 
and more economical ribbon movement, ond 
numerous other useful and convenient devices. 


been ve! 
first-cl: - 





PREMIUMS. 
} OLIDAY BOOKS— . j you want to use holiday 
books or books of any kind as premiums, 
send to OGILVIE, the ablisher, 57 Rose St., New 
York, for parti culars 
rposes and direct sale—The 


F° R premium purposes 
world’s famous la Rookh Dress Cutting 
tem. Nothing so popular for increasin, rod 








scription lists. e ome 4 ome sale for 
—— = ” cash reg. 
— —_ ne. the i ™ Eeonstion! appamieed 
Entirely new ; just patented ; ev- 
7 gin subscriber to your a r will be- 
come acustomer, The Oxford “ Junior” se’ 
machine, for children’s amusement and ae 
cal use. The only machine « C4 = class manu- 
factured. The Farm and ~a—. F- mill, 
as indispensable to the —h as 
chine is to the farmer’s wife. Write for pe Drives. 
FAVO nits MANUFACTUR decay 4 om , Dept. 8. 538, 
338-344 Wabash Ave., Chicago, I 
> 
ADVERTISING NOVELTIES. 
bah agg ee ag a h Same -ticklers and what nots. 
4 We d rint ‘em, and make the 
Prices fit the case. "Tell us what you wish to do. 
ANDON PTG. CO., Columbus, O. 
pros ¢ he purpose of inviting announcemente 
of ‘Advertising Novelties, likely to benefit 
reader as well as rtiser, 4 lines will be in- 


serted under this head once for one dollar 


PAPER. 
Vy THERE do you buy your job stock of paper, 
bill heads, note heads You make a mis- 
take if 
by M. 


‘ou fail to learn what can be —_ oi you 
UMMER & CO., 45 Beekman 8' 





PRINTERS’ INK. 








19 
A DVERTISING A AGENCIES. 
QTASLEY DAY, New ew Market, N. J. ADVERTIS- 

ER’S GUIDE, Soc. a year. Sample mailed a 

¥ you by to advertise 2 any eing 
| ony Sone . write to the GEO. Well 
ADVERTISING CoO., 10 , 10 Spruce 8t., New York. 
7E don’t sell adv. space below cost, bat we 
W can beat wd © Secrets business, 


2. will pay to rite bet Tan re placi 
wi 
THe JOHN SRATTO CO. kulsnta, Ga Ga, 


—_——+oo——_——" 
CIRCULARS. 
PRINTING to-day for a fruit jobber, water mo- 


tor, cutlery, bilious cure, 
“dealer in everything.” 


Ww 
5,000 for’: $15. TT ANDON PTG. CO. Columbus, . 


—+@e___—_—_ 
NEWSPAPER INSURANCE, 


7 YANK, Boston, Mass., wards off business 
death. 60,000 monthly. 
UICK dispatch and reading of your copy 
Q insured by the use of the new No. 6 Reming- 
ton Typewriter. 





TO LET. 
yam Boston, Space. 


Rmaseros TYPEWRITERS. 327 B’way, N.Y. 





SPECIAL WRITING. 


Gi copy’ elps the To He needs it 
x oR", - 4 eae jocals. G. T. 


NEWSPAPERS 
AND PERIODICALS. 


Advertisements under er this head two lines or more 
wi ay or ist fased tape the price” 
or 
, cents a i Must be ha 
in one week in advance. 


ALABAMA. 


ALABAMA papers are shy about exploiting 
their merits. 


ALASKA. 


7 O Alaska paper is big enough to advertise in 
N PRINTERS” INK. ad me 


“ed. 
OND, 























ARIZONA. 


Aber papers are too modest to advertise 
ere. 








ARKANSAS. 


8 Ng paeet in this State hesitates about 
asserting its 1} 


CALIFORNIA. 


OS ANGELES TIMES—Southern a 

















4 great daily. | Foremost advertising medium. 
COLORADO. 
( YOLORADO papers want oe toe 
. and have no use for Femail, claszified 


nouncements. 


CONNECTICUT. 


WEEKLY TIMES: Hartford, CONN. 

















20 
T THE UNION, 
Daily, 7 ” Weekly 3,500, 


Western Connecticut thoroughly covered by the 
L. Moszs, New York Represent. tative, G20 
Vanderbilt Bldg, "THE E UNIO. ING 

CO., Bridgeport, 
aa Twi TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY ence 


nook and corner in the N 
Pe | ae them. By special traine and 97 po b bony 


PRINTERS’ INK. 


MAINE. 


7PHE HOME TREASURY, A 

is proves 50,000 copies coh _— 
DS in THE INDEPENDENT, Farmingto , Me., 

A produce results and ins 


mail orders. 
BANGOR COMMERCIAL. 


J. P. Bass & Co., Publishers, Bangor, Me. 





Daily average, nearly 5,000 copies. 


Weekly average, over 16,000 copies. 





PGES i — 
Danbury and. oe, Oe Tae, Sean, Perry LUKEKXS, Jz., New York Representative, 
Combined lation, 80,000. 150,000 Read Tribune Building 














THE HARTFORD TIMES. 
Wu O. Burr, Publisher. 


MARYLAND. 


N’T take much stock in advertising; but 
when it must be done wants more space. 





1° 





Rurvs H. Jackson, Bus. M 
Daily— 12,500 circulation. 


The great advertising medium for reaching the 
Nutmeg State. 


Weekly—7,000 circulation. 


Prrry Lvuxens, Jn., New York Representative, 
73 Tribune Building. 


MASSACHUSETTS. 
ws py AL 10c.to FRANK H. 
IN, Boston, aah. LRA Bie. 


Dever 0 to 9 new advertisements appear 
eve Ry hh yeaee Daily ENTERPRISE. 











N EW BEDFORD “tee JOURNAL. Daily aver- 
unge over 4,000. Remember us when placing 
nm Massachusetts. 








DELAWARE. 
JP mek a little state. 
DISTRICT OF COLUMBIA. 


ENTS bigger space and display than can 
had here. sited 


FLORIDA. 


| laboee far south to do much advertising. 


IDAHO. 


ai ge in PRINTERS’ 
=a one has Mt. Ty ale 
worth eay 


























ILLINOIS. 


by nes pe by aw metrepolitan city, Illinois 
weep in newspepers ; but 
is strong on de en and circulars. 











MICHIGAN. 


| Dial SUNS, 118,000 weekly. 








Rocwanak. ms Mich. is Booming. Every citi- 
zen reads the RECORD 


ETROIT S 8. 
DF mh ay 





ILLUSTRATED and SUNDAY, 

118,000, are profitable mediums. 

( ‘ RAND TAPTDS DEMOCRAT, the 1s000 date. 
x AX per in Michigan, outside Detroit. 13,000 


GAGINAW evening and wee NEWS. 
S he Saginaw Valley Saichigan. 


40.000 2! sire SHRCURATION x 


f circulation 
“ONCE A MONT py “Mice. 


Deaeo.? ILLUSTRATED we, wee ei 94,000 5 
SUNDAY SUN, 24,000. dv. office, 517 tem 
ple Court, New York City. Socks ob 

room always open to jnspection of f. ¥ - 
or their representatives. 

ESULTS— Advertise where you will get pay- 
ing retaree. Advertisers are well a 
with the ILLUSTRATED and SUNDA SUNS, 
Detroit, Mich. Advertising office, 517 —— 
Court, ew York 3 -, for full particu. 


























INDIAN TERRITORY. 118,000 weekly. 
‘PAPERS are too modest to advertise. MINNESOTA. 
INDIANA. M SSEAPOLIS TIDENDE Eee the largest cir. 


i culation of any Norwegian- 








The Big Weekly of the West. 


on AMERICAN TRIBUNE, of lis, pad, 
is the largest WEEKLY onbiiched ta et ee tees " 








The Housekeeper, ™'"siz0"" 
Clreulation, Pays Advertisers. 


128,000 
‘THE DULUTH NEWS-TRIBUNE — The only 





























IOWA. morning daily paper. } paper. Established in 1879, 
RLSTATE MEDICAL JOURNAL of Keokuk i 
yi the only professi is tix Sven. is Pupitenes at the pend ead of the Greet ion 
now exceeds 7,000 copies. eat Sanday and 
we 01 lew rates o ion ; 
KENTUCKY. Daily “and 8 nd ™ annum, $5; dail. a 
Watt to sell gell anything to to horsemen f KEN- | on aos gp Bos t0c. ; weekly on meen, $45 
es them PERRY LUKENS Jr., Eastern d 
Aa BAPTIST, Louisville. Est. 1879. Best 73 Bu fauna, "New York. A. E. ° 
medium among colored people inSouth. Editor a8 
LOUISIANA. MISSISSIPPI. 
'0."N PRESBYTERIAN, New Orleans, wkly cir. L™ the violet seeks seclusion. 
-» Fla., La., Miss., Tenn., Tex. 


over Ala., Ark. 























MISSOURI. 


Hae. EROLD DES ed yy St. Louis, Mo. 
Circulation Brings rezu! tie 
i te-f HOME CIRCLE, St. ‘st Loe Mo , is the best 
advertising medium West. 75,000 
pw ee each meet. 50c. per 4 line Kstab- 


rogressive doctor through THE 

pa a samp for 

schools, now 

ra iie'US FORTNIGHTLY PRESS 
eS ee 


“4 YEAR’S CS arate FREE—The first med- 
ical advertisement we receive, as a wane ot 
this notice, will be run free for one Weat 
nual rates, per rage. MEDICAL ERALD, 
St. Josepb, Mo. 


MONTANA. 


iY STANDARD. Circulation three 
greater than that of any other daily 
or Sunday paper in Montana: 10,000 copies daily. 








PREACH the th 
classified ist of 
cticing in 














NEBRASKA. 
6 5°. FREIE PRESSE, 65c. 
Lincoln, Neb., 65c. 
5c, 65c. per year. 65c. 
‘5c. Write for particulars, 65c. 





I wr 3 desiring - club with a German 
address FREIE 


nl 
PRESSE. Tine Som, Neb. So ¥ ae omy Oe. 


per year, less commission. 8 pages, samples free. 


NEVADA. 


‘PHE WEEKLY COURIER, Gence. Six pages. 
All home print. Leads in Nevada. 








NEW HAMPSHIRE. 
A beaabaee ee SaeaeS only, and 
NEW JERSEY. 
WELL &CO will forfeit $100 if the 


G.*i . ah (NJ. ? EVENING NEWS prints less 
than 3,600 copies each issue. 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, = - - - 15,500. 
Advertisers find (fT PAYS! 


NEW MEXICO. 


To dry to advertise much. 























NEW YORK. 


‘aes trial lines 25c. in Watertown (N. Y.) 
HERALD—3v,000 readers. 

I: OR any good business it will 
CHRISTIAN ADVocATE, New Yor 


HES “NATIONAL PROVISIONER, 01 ae an of the 
meat & provision industries, 281 Pear! St.,N.Y. 


ya LADIES’ WORLD 
Cc lotion Map 
interest ao 
3. H. MOORE at CO. Pub lishers, 
New York, will oma ~ together 
with an estimate on your advertisement. 
Rate Low! CIRCULATION LARGE ! 








7 gg THE 











THE HOUSEWIFE, : 


81 Warren &t., N. Y. 
Circulation 75,000 Copies Monthly. 
Send for New Advertising Rates. 
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rticulars 
& 108 Reade St., N. Y. 
Ask for Special Rates for Advertising in 


Texas Siftings— 


BEFORE THE ADVANCE. 
ALL AGENCIES. 


The Leading Illustrated Paper of 
America is 


LESLIE’S WEEKLY. 


Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies, 
Wittiam L. MILLER, Advertising Manager, 
110 Fifth Ave., New York. 
Albany Most Pe ir 4 Dally. 


VEATiIOn! e-Cent Newspaper. 


and further 
i PTON, publisher, 1) 














400 
Amante rea 
This that the Circulation of 
KNICKER- 
RBOCKER i« Constantly Increasin pg and that 
the number of copies printed this day was 
17,400. W. D. KE Y, PRESSMAN. 
State of New York, City and County of Albany. 
Sworn to before me this 16th day of Novem- 
ber, 1894. Joun J. GALLOGLY, 
tect "Public, Albany, N.Y. 


THe Dary PREss | Ke EI 
— Ont + Only’ Non-! Partisan, M ost Enterprising, 
t Edited omenager published * at the Capital 


ND KNICKERBOCKER goes into the 

Seam of more iS aaa of Albany _— "oem 
rounding Places than any other Daily Published 
ere. 

It is Clean and Bright, and in consequence is 
always welcome in the family circle. makes 
it a Valuable Advertising Medium. 

Ten cents per week for The Daily Press and 
Knickerbocker, and Sunday Press. 
THE PRESS CO., Publishers, Albany, N. Y. 


NORTH CAROLINA. 


| )»REFERS local patronage, which pays better. 


NORTH DAKOTA. 


r ree cold to advertise in the winter. 


OHIO. 


;s NEWS is - only Sunday paper in Zanes- 
ville. Try it. 
ARGEST aser n of any Prohibition paper in 
4 nation: BEACON AND NEw ERa, Springfield, O. 
] Yano MORNING TIMES and EVENING 
WS. Combined cicculatio 1 14,000 daily. 
7 OUNGSTOWN VINDICATOR, 7.800 daily, 5, ~ 
weekly. Leading newspaper in Eastern ©) 
6e og leading Ohio country daily— THE Piqua 
LL—receives the Associated Press re- 
port. » Stow York World, Nov. 16. 


*}.HE TRI-STATE GROCER visits the grocers and 
pease merchants of Ohio. Ind. and Mich. 
— ou are not in it, it will pay 75. to 

write TRI-STATE GROCER CO., Toled 

pqv4, Ohio, has grown to be a city = 5 aa. 

t is the third weity it in this country in the 

production of linseed oil, and “Piqua brand” of 

strawboard stands at the head. ere are only 

13 cities in Ohio whose manufacturers pay a 

ns r amount for labor.—New York Tribune 


x the Empire 8 
THE PRESS A 
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Oh + | 2 the a. 
Treen Pa Sarg ashen oe mapas 
nd pach eee & wire news— 
having the cece 


Press franchise. 
It has a circuilativn ‘of 1,515 es daily, and is a 


THe POST : Houston, T=xas, 


Has a LARGER gee ps ISSUE? THAN ANY 
DAILY IN TEXAS, an 

















live, ressi mas connected is so guaranteed by Row- 
by e ™ railway. with Troy, Ok jio--a town €ll’s 1894 Directo = a forfeit of #100. S.C. 
seven mules distant having a population of 4,000, BECKWITH, sole — Foreign Advertising, 
and THE Piqua CALL has a a greater in New York and Chi 
eles ot tha a y Troy 5 st as me ices for space, 
further —— UT A H 
yb BY LACOSTE. 38 Park Row, N = 
7 ANTS more space or none at all. 
OKLAHOMA. A) 
df ee GUTHRIE DAILY LEADER, the leadin VERMONT. 


morning paper in the Territory, accepts 
vertising with the distinct and positive guar- 
antee that it has double the paid circulation of 
any onde haar. published m Okiahoma. F. B. 


Lucas, Ad 
OREGON. 


Ww.sts more space—or none. 











PENNSYLVANIA. 
‘APVERTISE in the REGISTER, Lykens, Pa. 


GORANTON (Pa) REPUBLICAN has the largest 
paper. 











EDUCATIONAL. ee sehgel w’kly. 
NBORO PUB. CO., Edinboro, Pa. 

CIRCULATION CLAIMS are useless when they 
p at. proved. The American Newspaper 





guarantees the rating given the 
TER Dire ae Thirty thousand 1 readers in the 
Ivania. Address WAL- 


section of 
CE & SPROUL, Chester, Pa. 
Se and WEEKLY, 
Ba. Pa. 
For ranteed teed circulation see 
Rowell's pivessesy. Always 
the leaders. 
Always best medioms ae 
advertisers’ purposes. 


RHODE ae B. 














St JOHNSBURY CALEDONIAN. Try it. 





sh ~ grazing season is over and the sugar sea- 
begun. 








son has not 
RveLineron DAILY NEWS. First year ; only 
one cent paper in Vermont ; t success ; 
local circulation ; perfec. press now 
being put in. 
WASHINGTON. 





p,* 


SEATTLE P-t. 
Ss 








S EATTLE TELKGRAPH 
N 





GEATILE POST-INTELLIGENCER. 
Ny 4 TELEGRAPH, the leading 
ic daily north of San Francis7o. 
¢¢ 7 N her Post-INTELLIGENCER Seattle has one 
of the four ot Fouts. papers of the Pacific 
oon” Harper’ 


‘HE TYPOGRAPHICAI. REVIEW reaches all 
a in Oregon, Wash’n and British Col- 
um 








Want to reach them! Box 1117, Seattle. 


EATILE POST-INTELLIGENCER rantees 
advertisers double Grcnies ion of an 
other paper in the State of ec. 
-~ office, — Times Bl oi A. HUGHES, » Mgr. 
= ICHARDSON, " Special Agent, ib- 
e. 











sie ord fxs SPOKESMAN. “REVIEW 


SOUTH CAROLINA. 
TRE dail 7 edition of THe STATE, Columbia, 8. 
Bouth Cathe towke’ "Tho Soul weekty edition 
Feaches over 1,000 post-offices in South Carolina. 
SOUTH DAKOTA. 
NOtaine to advertise. 











TENNESSEE. 


yee COMMERCIAL ie APE RAL. Memphis, Tenn. 
published but th if 





MM A 
Fast. the inet more than 50 years old. A. FRANK 


ARDSON, Special Agent. 





TEXAS. 


EXAS BAPTIST STANDARD, Waco, Texas, 
has a bona fide —s issue of 20,000 copies. 
The Baptist WaTcHMAN, of the inden Territory, 
the BAPrisT OBSERVER, of Sherman, Texas, 

ve been absorbed by the the BTANDA RD. 
EXAS GROCERS’ REVIEW, Bs Worth. 
Texas; read pan A Indian_Ter- 
A its; official 





mere 

il LF of Texas : only 

| tion of kind in Southwest, which section 

in most preaporets condition ; have given re- 
sults to present patrons. 





MAN and REVIEW. xclusive qouirel | R. --4 
a, No com; ~y ‘wichin we mils. Las poe 
on Spokane, . 35,000, e past an 
— history of ‘Spokane has been marvelous ; 

future hey | be the wonder of Western eivili- 
zation. the recognized « nent. 
of all the best interests of Spokane ‘and the vast 
country tributary to it. 


WEST VIRGINIA. 


0 occasion to advertise since the passage of 
4 the Wilson Bill. 


WISCONSIN. 
COPIES ave: f past 
9D57 nite EXCELSIOR Mitwaukes are 


W Sy AGRICULTURIST, Racine, Wis. 
circulation of ary English paper 
in Wieatin 























WYOMING. 


T BE ladies win not allow its newspapers to use 
PRINTERS’ INK 





CANADA. 


W ANTS reciprocity—not advertising. 








SO. & CEN. AMERICA: 
Pp - PANAMA STAR & HERALD 
brings latest news and is carefully read. 
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v," AGE, half page or quarter page adver- 
tisement contracted for to appear in 
Printers’ Ink for the year 1895 will be in- 
serted FREE in all remaining issues of 1894, 
and also in the American Newspaper Directory 





for 1895—in the best obtainable position. Bills 





will be rendered monthly after the new year 
begins. 





ADDRESS 


PRINTERS’ INK, 10 Spruce St., New York. 


Dec. 5, 1894. 














24 PRINTERS’ INK 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


GEO. P. ROWELL & CO., 
Eprrors AnD 3 AND PusuisHers. 


Price: Tw geet ez, _ Wednesday. Subscription 
ayear. Five Cents a copy; 

Thiee Dollars a a hundred. No back numbers. 
‘New: r any me who desire to sub- 
scribe fo T PRINTERS IRs NK for the benefit b their 
ng patrons - obtain special terms on 


oeties. 

t= Being printed from plates, it is always 
possible to issue a new edition of Ff, ‘hundre d 
copies for $25, or a larger number at five dol- 

a hundred. 

t@r If any person who has not id for it is 
receiving PanrEns? Ink, it is elm some one 
has subscribed in his name. Every is 
st dat the expi of the time pald for. 





Orrices: No. 10 Spruce Street. 


CIRCULATION. 








Average for last 13 watts, - 21,168 copies 
- Last issue, . - 23,000 
NEW YORK, DEC. 5, 1804. 
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A Goop ad suggests good goods. 








THE road to : success is paved with 
good advertisements. 


Tue. homeliest language carries 
conviction if it is the truth. 





IN sincerity is success. 
smiths should learn this truth. 


All ad- 





THE first ad should be like a needle 
—an introduction to what follows. 








ApvIcE to PRINTERS’ INK contrib- 
utors: If you don’t believe it, don’t 
send it. 





AN advertisement written in bad 
English pleases no one, but may dis- 
gust many. 


Do all business men advertise? It 
seems so, for we never hear of any 
who don’t. 





To secure an advantage over a 
competitor, use twice as much adver- 
tising space. 


IN advertising, always say what you 
believe, if you wish people to believe 
what you say. 


THERE is a premium on the crisp 
and concise in these days of too much 
reading matter. 


THERE are many advertisers who 
believe that an ad is known by the 
company it keeps. 


Your ad is the ‘‘news’’ from your 
store—few persons care to read the 
same news items twice. 

As WELL spread a sumptuous banquet 
and invite no guests as to open a fine 
store and not advertise it. 











THE first time a man sees an adver- 
tisement is not usually the first time it 
has come before his eyes. 





AN inch of facts about your own 
goods is better than a column of cyn- 
icism about your competitor’s goods. 


First impressions are lasting. The 
first impression of what you have to 
sell is gained through your advertise- 
ment. 





FrinpD a man who don’t read the 
newspapers and you have found a man 
who has no trade to bestow upon ad- 
vertisers. 





WELL-DRESSED, business-like ads 
are like well-dressed, business-like 
drummers—they sell more goods than 
the other kind. 





A DAILY newspaper whose commer- 
cial and financial news is complete 
and reliable never fails to have an ex- 
cellent class of readers. 





Sucn is the value of advertising 
that a famous author can make more 
money exhibiting himself on a lecture 
platform than by writing fresh books, 





THE parables have preached pro- 
found Christianity successfully for 
twenty centuries, and ads that are 
little stories obtain the widest reading. 








WHEN people are heard to remark 
that so-and-so’s advertisements are 
seen everywhere it is pretty good evi- 
dence that so-and-so are wealthy and 
growing more so. 

A coop advertisement is the best 
solicitor. It appeals to the people 
who may want what it tells about, but 
does not intrude upon people who care 
nothing about the thing. 








GENERAL C. H. TAyior, of Bos- 
ton, was overheard to say: ‘‘I owe 
the success of the Giode more to being 
good humored with every one than 
to any other one thing.’’ There is 
something in it. 

















- 


ALTHOUGH it’s always in order to 
tell ‘‘the truth, the whole truth, and 
nothing but the truth,’’ it may be ad- 
visable to reserve a little of what is 
known of a certain article for a future 
edition of your ad. 


JoKEs and puns are not to be found 
in the Bible, the Declaration of Inde- 
pendence or the American Constitu- 
tion, and advertisers cannot afford to 
be very funny if they wish the public 
to take what they say seriously. 


THE holiday advertisements now 
Tunning in newspapers and magazines 
are very interesting reading, and are 
widely read. At no time does appro- 
priate advertising pay as well as now, 
when all who are able are willing and 
anxious to buy gifts. 


ALLEGED poems sent to this office 
beginning : 
“There was a man in our town,” 
will neither be paid for or returned. 
The line is not to be found in Bart- 
lett's familiar quotations ; but we are 
confident that it is not original. 





To make a good advertisement you 
need a good thing to advertise, a 
well-expressed advertisement, a good 
compositor to set the type, and a good 
medium in which to insert the an- 
nouncement. The better the quality 
of each, the greater and more imme- 
dliate the success. 


“THE library lamp, the blazing 
hearth and the long winter evenings 
afford advertisers a golden opportunity 
to reach every member of the 75,000 
subscribers of this magazine,’’ is the 
judicious and well constructed appeal 
of the Home Circle of St. Louis for 
advertising patronage. It would not 
be easy to state the case better. 





It is a wise merchant who learns 
from the ad-smith to have his adver- 
tising in type, days, if not weeks, 
ahead of the time he intends to use it. 
All large city firms, especially in fur- 
niture, clothing and jewelry lines, 
have their ads written, set up, and in 
proof from a week to six months 
ahead. Thus the clothing house is 
ready with a mackintosh ad on rainy 
days and an ulster ad on_ blizzard 
days. This affords opportunity to re- 
vise and correct to a point of perfec- 
tion impossible in eleventh-hour work. 


PRINTERS’ INK. 
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In Christmas advertising facts are 
better than pyrotechnics. Say you 
have ‘‘a large and beautiful stock of 
holiday goods,’’ of course, but specify 
things that will be likely to hit puzzling 
purchasers as ‘‘ just the thing for papa’ 
or ‘‘mamma”’ or any one else they 
have in mind, and announce a range 
of prices that will hit the varying 
purses. 





In thirty years the Philadelphia 
Ledger has advertised but three times, 
and the manager, long with Mr. 
Childs, expresses a hope that while he 
lives and occupies his present posi- 
tion such an error shall not be again 
committed. Mr. Curtis, of the Phila- 
delphia Home Journal, takes a differ- 
ent view of advertising, and is alive 
to-day. 


THE publication of the Memphis 
Avalanche, which was recently re- 
sumed by a former proprietor, gives 
indication of being a success. Some 
one says of it: That it has the right 
men at the business-helm is made a 
parent by the fact that Mr. S. C. Beck- 
with, the former special agent of the 
Appeal-Avalanche, in New York City, 
will act in the same capacity for the 
Avalanche. 








A POPULAR method of securing 
publicity for their wares among mag- 
azine and book publishers is the dis- 
tribution of colored posters. Some 
of the news-stands are almost covered 
with this class of advertising and pre- 
sent a very brilliant and picturesque 
appearance. The finest specimens of 
this sort of art which have reached 
PRINTERS’ INK come from the Cent- 
ury Company, of New York. 





THERE is an occasional man in 
political life, able and _ successful, 
who has the courage to say ‘‘ Yes”’ 
or ‘‘No,’’ and to answer every-day 
questions in a direct and manly way, * 
just as, in his opinion, they ought to 
be answered, without stopping to con- 
sider what some of his constituents or 
associates may think on the subject. 
Such a man is as rare as a white robin, 
as attractive as champagne and as 
healthful in his influence as the air of 
the White Mountains. Such a man 
is William E, Chandler, U. S. Sen- 
ator from New Hampshire, the ablest 
representative that the Granite State 
has ever had in the halls of Congress. 
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WELL-BRED people do not go where 
they are not invited. 

How often do you invite the gen- 
eral public to your place of business ? 

People go where they are inter- 

ed 


They are never interested in things 
of which they are entirely ignorant. 

Do you try to interest the general 
public in your place of business, and 
what you have in it? 





FREE advertising for advertisers 
should generally be secured through 
the business end of a paper. An item 
concerning some non-advertiser can 
often be worked successfully through 
the editorial end, but when a copy 
reader recognizes the name of an ad- 
vertiser in an item submitted for pub- 
lication he immediately smells a rat 
and cuts out the name or kills the 
item, unless the order to pass it has 
been sent up from the counting-room. 


A Printers’ INK representative 
overheard a discussion between two 
ladies a few days ago concerning the 
advertisements of the dry goods stores 
in the New York daily papers. Finally 
one of them asserted quite earnestly : 

Well! At Altman’s store you al- 
ways find things to correspond with 
the advertisement.’’ That indorse- 
ment cost the firm no money, but if it 
represents the prevailing opinion, as 
it probably does, then that particular 
house is.reaping and will reapa golden 
reward from its advertising. Confi- 
dence is a plant of slow growth, but 
when once well established there is 
scarcely any limit to the stature and 
breadth it may attain. 





WHEN you read your local paper it 
is the account of the dog-fight you 
saw, the runaway on your street, the 
comment on the speech you heard, 
the critique of the play you witnessed, 
that you read first, and you remember 
what the paper says about them. For 
the same reason, the women who 
spend the afternoon in your store go 
home and read your advertisement, 
and it is all the more effective because 
they happen to know something about 
the articles you are advertising. 


“Why, yes, I saw those there this 
afternoon, and, come to think of it, I 
believe they are good things.’’ That’s 
their comment, and the next day they 
come down town again and leave their 
money with you, 





PRINTERS’ INK. 


THE advertising agency of Bates & 
Morse is no more ; but the Lyman D- 
Morse Advertising Agency is in exist- 
ence, and is to-day very much what 
that of Bates & Morse has been for 
years. In its issue of February 21 
last, PRINTERS’ INK paid a well-de- 
served compliment to Mr. Morse im 
the following words : 

Mr. Lyman D. Morse, of the Bates & 
Morse Advertising Agency, has long been 
known as one of the most skillful and pains- 
taking men in the trade. In some respects 
he is unexcelled by any other man. His. 
strong points are good display and good po- 
sition. No one ever accused him of paying 
a Meg geened more than he ought. Itis doubt- 
ful if any advertiser ever took his business 
elsewhere, after intrusting it for a time to- 
Mr. Morse, without afterwards admitting to 
himself that the principal outcome of the 
change was greater cost and less benefit. 

Mr. Bates retires with a substantial 
fortune, well-earned and well de- 
served. With his ripe mind, artistic 
taste and scholarly acquirements, he 
may look confidently forward to that 
autumn season of life that is often- 
times the most enjoyable, the most. 
restful and most beautiful. 


—_ +o 
THE PRESS AGENT. 
‘By John Z Rogers. 

The press agent is unique, ubi- 
quitous and skillful. | Most press 
agents are artists in their own individ- 
ual line, and all press agents are 
good. 

Like the Fentucky whisky described 
by the convivial ‘‘ colonel,” there are 
some press agents who are better tham 
others, but none are bad, from a pro- 
fessional standpoint. 

The duty of the press agent is to 
secure advertising free of cost; and 
not advertising in the usual sense of 
the word alone, but free reading no- 
tices in the news columns of the pa- 
pers, which is the best kind of adver- 
tising. 

The average press agent usually 
succeeds in this respect to a wonderful 
degree and to an extent that has often 
given advertising managers of news- 
papers ‘‘ that tired feeling.’ 

As arule, he confines his efforts to 
ingenuously booming amusement en- 
terprises ; principally because commer- 
cial firms, transportation corporations 
and other concerns do not appear to 
realize the fact that a press agent can 
earn his salary several times over. 
This fact will probably be realized 
sooner or later, for it stands to reason 
that if a theater doing $200,000 worth 
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of business a year finds a press agent 
indispensable, a firm doing much more 
business would find a press agent a 
valuable addition to their advertising 
department, for people spend fully as 
much money for food, clothes and 
other necessities as they do for amuse- 
ment. 

Nearly every theater in large cities 
and the large traveling companies 
have a press agent; at least one of 
these gentlemen is connected with 
every large circus, and occasionally 
one will come across a traveling 
** doctor,” who affects long hair and a 
broad-brimmed hat, and sells a cure- 
all by the aid of a flaring naphtha lamp 
and strong lungs, who has a man 
along to work the press. 

A good press agent must be a good 
all-around newspaper man, and in ad- 
dition he must be bright and quick to 
discern a good point. He must have 
good executive ability, a good address 
and a strong imagination. In addition 


to all these qualities the more city 
editors and reporters he knows, the 
more satisfactory will his services be. 
Take the press work for a theater 
for instance ; a good man will not be 
satisfied with frequent mention of his 


house in the dramatic columns. He 
will want news stories, and he will get 
them if he knows his business, He 
will keep posted on everything that 
happens in and about the house, and 
he will treat these incidents in a jour- 
nalistic way. His copy will be sent 
to the editor, handled in just such a 
way as the editor would have wanted 
the story handled had he sent one of 
his reporters to cover it. 

The copy will be terse, clear and 
clever and not padded. Of course, 
the name of the house will appear, 
and perhaps in the heading, but then 
the story itself will be interesting. 

Here are a few samples of some 
work a man did at a local theater last 
season : 

An actress had just heard from her 
long-lost son who had been kidnaped 
years before in Paris. For ten years 
he had been confined in a Russian 
castle. Columns of space resulted 
and crowds flocked to see the mother 
on the stage. 

The manager was annoyed by the 
daughter of a wealthy banker, who per- 
sisted that he should give her a part 
and keep the fact from her parents, 
who objected to her going on the stage. 
This made a great story. 
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Then again, a young lady obligingly 
dropped a false tooth as she was leav- 
ing the house. It could not be found, 
and it was doubly valuable, as a dia- 
mond was set in the molar. It was 
the gift of her fiance, and unless the 
tooth was found the wedding, which 
was to occur the next week, would be 
postponed. A large reward was of- 
fered, but, strange to say, the tooth 
was never found, but many strangers 
found the theater as a result of the 
newspaper stories of the false tooth set 
with a diamond. 

Stories like these my friend worked 
almost weekly, besides lots of smaller 
ones. If a prominent man had a box 
of an evening, the papers printed the 
fact; if a prominent aétache of the 
house was ill, the fact was printed; 
and if the wife of a scene shifter had 
twins, that too got into the papers. 

Then this press agent went farther 
than mere stories alone. Here is one 
of his schemes : 

He went to the publisher of a New 
York morning paper and said; ‘‘Yours. 
is a home paper. It caters to mothers. 
and children as well as to others. Our 
house caters to the same class. En- 
courage and instruct the boys and girls. 
Print daily some simple historical or 
arithmetical question on a coupon, 
Let the boys and girls cut them out and. 
fill in the blank spaces with the an» 
swers and their names and addresses, 
The first. twenty-five youngsters that 
answer correctly get two tickets each 
for our Saturday matinee.” 

The scheme worked like a charm for 
weeks. The boys and girls took hold 
and won their tickets ; saw the show 
and told everybody about it for a week 
afterwards. The only expense to the 
house was fifty tickets, and there was 
always room for a boy or girl some- 
where, so it really cost nothing. 

The 100-line coupon was printed 
daily, reference was made daily to the 
schemer, in the news columns, and 
glowing accounts (written by the press. 
agent) of how the boys and girls en- 
joyed the show, and how fine the show 
was, appeared each Sunday to the ex- 
tent of half acolumn. Of course the 
name of the house was very prominent 
in the coupons and reading articles. 

The house averaged 2,000 lines a 
week of pure reading matter coupons— 
space that could not be bought for less 
than $1,600. This was only a smalk 
part of this press agent's results, and 
his salary was only $40 a week, 
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He worked a hundred dailies and 
weeklies about New York, by simply 
sending out passes and getting space 
by the yard in return. 

A man called to see him from a daily 
in a town of 30,000, an hour's ride 
from New York. The gentleman 
wanted a contract at two cents a line. 
The press agent ‘‘took him out,” 
showed him over the house, etc., and 
then kindly told him all he could do 
would be to give him passes in return 
for notices. The advertising man re- 
fused at first, but soon went away 
happy with two passes in one hand 
and two electrotypes in the other. 
Both electrotypes were used in illus- 
trating articles descriptive of two act- 
resses which soon appeared in the up- 
wiver daily. 

There is no end to the amount of 
good a press agent can do in an adver- 
tising way. 

Their work is more or less of a 
thankless order. Press agents more 


than earn their salaries, but rarely get 
any credit for what they do, as all the 
‘bright ideas are usually credited to 
manager so-and-so, 

Perhaps manager so-and-so can’t 


write English; yet readers are con- 
stantly reading about him, while prob- 
ably they never hear of the press 
agent whose brains produce the inter- 
esting items that are to be seen alimost 
daily in the newspapers. 
——__~4+ -- »——_—___— 

THE FIRST TO ADVERTISE. 

A controlling interest in the Cincinnati 
Commercial Gazette is reported to have been 
—s by Thomas P. Egan, of the J. A. 

ay & Egan Company of that city. Mr. 
Egan has risen in the past few years from the 
position of a mechanic to the presidency of 
the above company and is reputed to be a 
millionaire.—Fourth Estate. 

[Mr. Egan was the first maker of 
wood-working machinery to advertise 
extensively. He built his business by 
advertising and sold goods without the 
help of traveling salesmen, simply by 
Jetting his trade know of the merits 
of his machines]. 


AN ECONOMICAL VACATION. 


The merchant sought 
A health resort 
‘Where he might rest obtain ; 
Some quiet spot 
Well-nigh forgot, 
Far from the haunts of men. 
He quickly found 
Th’ enchanted ground; 
By his good clerk’s advisement, 
He simply wrote 
This little note: 
“Please stop my advertisement.” 
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CHARLES E, STRONG, 


2 es 


On Wednesday, November 14th, Charles 
E. Strong, general manager of the Chicago 
Newspaper Union and its branches, died at 
his home in Chicago. After a touching 
funeral service in Chicago, the remains were 
conveyed to Milwaukee by special train. 
Nearly one hundred devoted employees ac- 
companied the body to its last resting place. 

In October, 1870, Mr. Strong first went to 
Chicago to establish and put in operation the 
Chicago Newspaper Union, which has be- 
come, under his direction, the largest auxil.. 
iary printing house in the world. He prob- 
ably did more to advance the ready-print 
newspaper system than any other man in the 
country, and was the pioneer in practical 
work og mage to that business, his first ex- 
perience in making up what is termed “ pat- 
ent inside” forms dating back to the spring 
of r Few men in Chicago had a larger 
acquaintance or were held in greater esteem 
among the country publishers of the West. 


cine eget aantinaian 
THE HORSE PAPERS AGAIN. 

Somebody from the office of the 
Horse Review a Chicago publication, 
who evidently hesitates about making 
his name known, pronounces the con- 
tribution to PRINTERS’ INK in the issue 
of Nov. 14, written by Mr. Oscar Herz- 
berg, a most astonishing production, 
and further asserts : 

It abounds with unreliable information, and 
when it reaches the turf publications of the 
West, is not only inaccurate, but its state- 
ments are positively ridiculous. To begin 
with, it omits any mention of The Horse 
Review, which is known everywhere to have 
the largest circulation of any paper devoted 
to turf interests and is devoted exclusively to 
the light-harness horse. 

Mr. Herzberg’s reference to the Chicago 
Horseman is amusing, but valuable, in that 
it shows that he has never seen a copy of the 
publication, else he would never have made 
the statement that it is devoted exclusively to 
trotters. It may interest that gentleman to 
know that Dunton’s Spirit of the Turf was 
absorbed by 7he Horse Review more than a 
year ago, and that Randall’s Horse Register, 
of Indianapolis, was consolidated with the 
Tennessee Farmer, of Nashville, some months 
since. The American Horseman and Sports- - 
man passed out of existence last June and 
was succeeded by a paper with an entirely 
different title. 
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A RECIPE FOR ADVERTISERS. 


You must the reader first apprise of his 
chance to gain a prize, if from your stock of 
he buys; and does not tarry. Show all 
akish ad devices, make a mention of some 
prices ; above all, do not offer twice as much 
stuck as you carry. 
<> —_—____ 

Tue Hoffman House Bouquet Cigar people 
pay $1,800 a year forthe reut of fifteen square 
feet of land at the corner of Irving Place and 
Fourteenth street, New York City, the high- 
est rent paid in America, They occupy the 
space with a three-story structure ot orien 
gorg illumi d by fifty electric 
lights of different colors and filled with a 
most attractive array of their cigars. The 
investment practically pays for itself from the 
sale of ‘* Bouquets.”’ is structure stands 
directly in front of the Irving Place Hotel, 
whose proprietor filed three dozen injunctions 
against its erection, but the land being part of 
the old Schermerhorn farm, the injunctions 
proved powerless, 





Tue most popular cigarette is the one most 
judiciously advertised the Sweet Caporal— 
which has been using space in the best news- 
papers and magazines for years, and of which 
most dealers sell many times as mauy pack- 
ages asof any other cigarette inthe market, 
including the ** Opera Lights,"’ blazoned forth 
in electric letters trom the roof of the Madi- 
son Square Bank Building in New York, 
and which has been pushed in every city in 
the country by most unique and censpicuous 
novelty” methods, The Lorillards, also, 

in their faith to newspapers, and consequent- 
Fy command about the largest “ plug’’ and 
smoking tobacco trade in America, 


Tue writer has done lots of advertising in 
his time, and “took it out in trade.” He has 
exchanged advertising space for guns, pistols, 
shirts, pills, liver-lifters, emetics, astringents, 
blood strainers, tooth powders, liquors that 
would intoxicate and liquors that would not 
intox, and in the end of the contract came 
out on the Dennis list. As Esau said to 
Jacob, ** I have enough, my brother,”’ and it 
will be an arctic day in mid-summer before we 
repeat the programme. In our opinion it is 
nearly time for we country editors to have 
absorbed enough common sense to keep dry 
in the rainy season,— /3/er (7ex.) Harpoon, 


Tue newspaper business is the most re- 
ciprocal of all lines of trade, It not only ex- 
pects life, but gives out life in return, For 
the patronage which it solicits and expects it 
will carry trade to counters or business houses 
inreturn. Its business and the people’s each 
affects and is affected by the other. In ap- 
pealing thus to the good ple of a place for 
their subscriptions and advertising patronage 
the newspaper is not soliciting bare favors, 
but it proposes and does return all the patron- 
age it receives in measures well filled, pressed 
down, heaped up and running over.— West 
Chester (Pa.) Republican, 

. W. Sank, D. D., editor of the Omaha 
Christian Advocate,is authority for stating 
that the circulation of that paper has lately 
been largely increased by purchase of the sub- 
scription list of the /n/and Christian Advo- 
cate of Des Moines, Iowa, and that since the 
consolidation the regular issue has exceede«| 
6,soocopiesweekly, This isa very handsome 
edition. 
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Ir a merchant advertises judiciously he in- 
creases his sales. An increase of sales gen- 
erally results in an increase of profits, so why 
not let the advertising bills come out of the lat- 
ter? If the profits find their way into the mer- 
chant’s pocket before he pays the bill, it is 
(literally) paid out of his pocket, but if the “ 
profits resulting from the advertisement are 
equivalent or in excess of the bill, the mer- 
chant is (metaphorically) nothing out of 
pocket.—Dry Goods Bulletin. 


Many dealers have imbibed the conception 
that dignity must never be laid aside in fram- 
ing advertisements of any kind. It’s a mis- 
take. There are more people to be turned 
and swayed by humor than may be influenced 
by things dignified. We ourselves know huw 
ready we are to find an excuse tor being 
amused, No, do not be afraid of dropping 
“dignity” as ordinarily construed. You are 
just as truly dignified when you are humor- 
ous. Hardware Dealer, 

SS Se 

DELAwaREis not a densely populated State, 
but were Texas as thickly peopled her popu- 
lation would be about 25,000,000, Were ‘l’exas 
as numerously peopled as Massachusetts her 
population would exceed by 10,000,000 the 
total population of the United States accord- 
ing to the census of x More impressive 
still, if Texas were as densely pevpled as 


Rhode Island her lation would be more 
t emagee ll, ¥. Sun, 


- 
+ 





Tue Democrat, of Osceola, Ark., puts forth 
the following surprising announcement; “ Ad- 
vertise in a paper that everybody reads, the 
Mississippi County Democrat, and z¢ will pay 
big dividends.”” There is no doubt about it, 
that the more people advertise in the Missis- 
sippi County Democrat the more likely the 
Democrat will be to pay dividends. 

A CuicaGo writer writes to one of his local 
papers to protest against the objection to the 
use of words like “‘gents’’ and “‘pants.” He 
cannot see why these words should not be 
considered good English, seeing that they 
have been accepted by the literary artists who 
compose the signs for shop windows.—New 
York Sun. 


i aos 
HIS WONDERFUL FEAT. 





* \ . 
Jones—Heard about Smith’s scheme to get 

a crowd to his store? 

eans—No, What is it? 

ones—He advertises to perform a most 
astounding feat of modern magic, and when 
he gets the crowd he turns a peck of potatoes 
intoa 
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BUSIER THAN THE BEE. 


How doth the little busy ad 
Improve each shining minute, 

And gather dollars, dimes and cents 
For the merchant who is in it. 


——_+~——————— 
HUMP YOURSELF, 


If you wish success in business 
You must keep upon the jump, 

You must get a hustle on you 
And let people | 


That 
Hump.” 


———-+o>————_ 
A WEATHER PREDICTION. 


The north wind doth blow 
And we shall have snow, 
And what will the tradesman do then, poor 
thing? 
He’ll at once advertise 
Or contrariwise - 
Be completely snowed under ere spring. 


——_+e+ 
MAKE AN AD, 


Do you want some real estate, 
Or a box of paper collars ? 
Do you lack a chicken-coop, 
Or a pocketful of dollars? 
Make an ad—make an ad. 
Do you need a biliygoat, 
Would you sella sand and lot? 
Want to rent a lumber-yard, 
Or a tea or coffee pot 
Make an ad—make an ad. 


Have you got a horse to trade, 
Or a stove-pipe, or a bell? 
Or a gold mine or a store, 
Or a block of stock in—well— 
ake an ad—make an ad. 





A KNOWING toad one summer’s day 
Unto a fly was heard to say: 
“You're pretty sure to find me here 
Before this store year after year.” 
** But,” said the ay, “it seems to me 
Fe yon demolished 0p will be 

y people passing in and out, 
And ground to dust without a doubt.” 
“ Oh,” smiled the toad, invall things pat, 
“T never am afraid of that ; 
Amid the city’s whir and din 
‘To purchase here but few pass in. 

he reason’s plain, if you but think, 
‘This merchant shunneth printers’ ink.”’ 





Ir you want to hire a servant, 
a mau or a “‘schoolmarm,”’ 
If you want to sell your birthright, 
If you want to buy a farm, 
If you want to win at poker, 
f you want to draw a prize, 
If you want to be an angel— 
Why, you'd better advertise. 


—___+o+ ——_ 
Fisu do not bite at baitless hooks, 
But this is not surprising ; 
They catch the biggest and the best 
Who bait with advertising. 





“A penny saved is a penny earned,” 
Some people keep mae : 
But pennies spent mean dollars gained, 
If spent in advertising. 
—_— +o 
Tue man who greets his customers 
With visage sad or solemn, 
Is he who never sees his name 
Displayed at top o’ column. 
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TWO MEN. 


I saw two men when each began 
In business. Each owned a store, 
And in the town there was no man 
Who e’er of industry had more. 


Ten years went by, and one of these 
I found still in the same old place, 

Still trying customers to please, 

- The same old look upon his face. 


The other right across the way 
Had built a house three stories high, 
Where crowds of people day by day 
Went in and out continually. 


I left the town for ten long years, 
And when to it I came again 

I found one of tHese two in tears— 
One of the most unhappy men. 


I asked him why such grief he bore; 
He had not e’en one word to say, 
But leading me out to the door 
He pointed right across the way, 


Where stood an edifice so tall, g 
So long, so spacious and so wide i 
The other buildings all seemed small, 
Mere dwarfs there standing by its side. 


“ T’ve no ill-will,” its owner said, 
hen I asked him if he would tell 
Me how such wealth he’d husbanded, 
And why he’d got along so well. 


“ T’ve no ill-will,” he said, “* ’gainst Jones, 
My old-time neighbor over there, 

Who still his little business owns— 
I wish his luck had been more fair. 


* But he would not take the advice 
I gave him twenty years ago 

To start right in and advertise. 
He said ’twere folly to do so. 


“Well, here am I and there is he, 
And the truth cannot be disguised 
That wealth would ne’er have come to me 
If I had never advertised.” 
Ca.es Dunn. 
——— 
ADVERTISING SIGNS, 
By W. H. Eastman. 
A merchant had 
A little ad 
Which well performed its mission, 
And as an aid 
To ready trade 
It proved a great +. 


For buyers went, 
On bargains bent 
| (Much to his satisfaction), 
And from his store 
Of good galore 
Ferformed a great —. 


They came and went, 
On trade intent 
(Still to his gratification), 
Until his till 
By coin and bill 
Showed rapid x. 


Now, tradesmen ail 

Both great and small, 
With no more indecision 

Just advertise 

And win the prize, 
Large profits for +. 


—+o>—__—_—. 


A FirTy-cenT ad in a fifty-dollar space 
feels embarrassed—and looks it 














You could dig a lake in the center of Texas, 

ut the republic of France onan island inthat 
Take, and it couldn't be seen from the shore. 
You could hide England, Ireland, Scotland 
and Wales in any part of it, and it would be 
two months kefore any one who didn't know 
of their location would be able to get even a 
suspicion of it.—7he Churchman, 

cicqpaceapintitliniaaltbitas 

Tue man who wants to do business these 
days has co hustle for it, but if he hustles in 
person he finds it difficult—exceedingly diffi- 
cult - to be in more than one place at a time. 
He’s not built that way! But an advertise- 
ment in a daily paper often talks for him, and 
sometimes to better Spe, in a thousand 
places at once.—Mark Forrest, 





“Press your pants while you wait”’ is a 
sign in a tailor’s window on Columbus avenue, 
aand is an announcement which fills the mind 
with speculations, You can imagine a row of 
gentlemen waiting, all without their ‘* pants,” 
while the tailor puts the proper crease into 
these garments.— Boston Transcript. 


BEE Sele See ae 
Tue merchant's place of business must be 
known, * * * He must advertise in the 
papers. By such advertising he raises his 
sign where it will be seen by all the people, 
and thus he makes his business known to mill- 
ions when otherwise it would be known to a 
few only.—New York Sun. 
o> —___—_— 

THE merchant who tries to pack 200 words 
in a space only large enough to hold fifty, ex- 
hibits false zeal. A crowded advertisement 
does not signify ateeming store. Better have 
five or six small readable ads than one big 
crowded one that would tax an amalgamator 
to separate the ideas. 
o> —___—_ 

Never make extravagant promises in ad- 
vertisements that cannot be kept, and above 
all do not misrepresent goods, If the richt 
persons are employed to do it they can write 
an attractive and glowing description of al- 
most any article without misrepresentation,— 
tron Age. 





A woopsMAN does not expend a few power- 
ful blows upon a mighty tree and then ~- 
expecting the majestic forest monarch to fall ; 
nor does a wise merchant send forth a few 
flaring ads and then cease, expecting busi- 
ness and a fortune to come without further 
effort. 
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Tue ad will travel hundreds of miles 
between sun-up and sun-down, It is u 
and away before the man has breakfasted, 
and it is talking about him and his goods on 
all the railways, rivers, roads and cross-roads; 
north, south, east and west.—Mark Forrest, 

—_— +oo—___—_- 

Tue very original and artistic designs for 
the Ladies’ World advertisements which 
have been appearing in Printers’ Ink are 
the result of the superior brand of gray mat- 
ter which Mr. Horace Dumars, the business 
manager, has stored away in his upper story. 

—_ > 


Tue result of judicious advertising is just 
like a happy papa: It is plainly apparent (a 
parent). 

——-- e+ —__—_ 

“Ipeas formulated while you sleep’’ would 
be an appropriate catch-line for an ad-smith’s 
aad, 
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As ALMOST every one reads an ad some- 
times and purchases an advertised article 
sometimes, almost every one is competent to 
furnish ideas for advertisements; but only the 
experienced ad-smith is competent to utilize 
the ideas in a proper manner. 

———_—_¢- > —_—___—_—— 

Tue one-cent boycott of the two-cent morn- 
ing papers on the one-cent papers still con- 
tinues in Chicago, but active hostilities have 
ceased, and all the papers now give a little of 
their space to the legitimate news of the day. 
—Minneapolis Times. 

- ———_ 

ADVERTISING costs money. To make a 
spasmodic splash and then quit may be all 
right for a showman booming a “one-night 
stand;"? but a business man’s advertising 
should be systematic and persistent.—Maré 
Forrest. 





Sn 
No matrer how much a newspaper may 
talk up the trade advantages of a town, if the 
people do not see the merchants doing some of 
the talking in the advertising columns, they go 
elsewhere to trade.—Greenvitle (Tex.) Ban- 
ner. 





A WELL-wriTTeN ad is a good thing, but 
one with a picture is better. It may seem to 
cost more, but the more attractive advertise- 
ment is always first to be seen and sticks 
longest in the memory.—Mark Forrest, 

- 








Tue large amount of stove advertising pub- 
lished in the newspapers of Minneapolis about 
this time of the year, suggests the idea that 
Minnesota must have a cool climate for about 
six months of the year, 
+> 
A an is never in the mood to search for 
the meaning of an advertisement. What you 
have to say must be put in the clearest and 
most straightforward manner.—Business,Lone 
don, Eng. 
—_+o>—____—_. 
THERE are two things that never lack a 
“V"—the judicious advertiser and the word 
“* advertise.” 


a ee 





THE ADVERTISING OF THE FUTURE, 
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TYPEWRITER LITERATURE, 


SIXTEEN MAGAZINES DEVO'ED TO THE SUB- 
jJeCcT IN THE UNITED STATES ALONE, 


For a profession “hich has come into prom- 
inence largely within the last ten or twelve 
years, that of stenographer and typewriter has 
— made more progress in the way of 
iterature for its followers than almost any 
other, Especially is this true in the United 
States, where there are at present sixteen well- 
circulated magazines, issued monthly and 
semi-monthly, devoted entirely to the profes- 
sion, 

Only one is published in the South, and 
only two west of the Mississippi river, The 
others are issued in the large cities east of 
this point. New York City alone contributes 
four. Several of the magazines have been 
established for eight to ten years, and one of 
the most successful of them, dating back to 
ber was for the first fifteen years supported 
solely by the subscriptions of its readers, with- 
out resorting to either advertisements or the 
advocacy of any short-hand projects, 

From January 1st to June rst of the pres- 
ent year six new magazines were started in 
the Eastern States devoted to the interests of 
shorthand and typewriting, all of which are 
now thriving ; and, with the several thousand 
stenographers who are being turned out each 
year in the great cities of the Union, there is 
room for still more magazines. Some of the 
best shorthand journals are, primarily, expo- 
neuts of certain systems of shorthand, These 
are much used in schools teaching the systems 
that they treat, and are very valuable in as- 
sisting the pupils to do good work. One or 
two mayazines, it has been said, arecontrolled 
largely by typewriter manufacturers, who 
strive to boom the sale and popularity of their 
machines through the columns of the papers, 
The only publication in America ever printed 
entirely in shorthand characters was begun in 
B.ston, January 1, 1892, by Frank Harrison. 
This was a weekly and continued for nearly 
two years, when it was suspended. ‘I'he old- 
est shorthand journal in the United States is 
now in ils twenty-second volume, and was 
published by the late Andrew J. Graham. 

Notwithstanding the fact that phonography 
was put to general and practical use in Eng- 
land as only as 1602—at least two hundred 
years before its adoption in America—that 
country has to-day only two or three short- 
hand monthly magazines, regularly published, 
and one weekly printed wholly in shorthand. 
The rapid and wholesale acceptance of the 
typewriter in America has been the means of 
introducing stenography and typewriting into 
the business houses of England, and of in- 
directly creating among members of this pro- 
fession abroad a demand for current short- 
hand literature, and they are willing readers 
of American magazines. In England, the 
Phonetic Journal, by Isaac Pitman & Sons, 
has reached its fifty-third volume, and is the 
oldest publication of the kind in the world,— 
N.Y, Sun. 

++ 
THE METAL LACKING. 


“I don’t know why I don’t succeed in busi- 
ness,” complained a merchant to a friend, ‘‘I 
stocked up with the best goods to be had, and 
I sell them at prices just as low as my com- 

titors.’ 

“You omitted a certain metal in yourstock,”’ 
replied his friend, who was a sagacious ob- 
server. 

“A metal? What metal?” 

“Printer’s zinc.” 


THE TIME TO ADVERTISE. 


There is nothing on earth so mysteriously 
funny as the way in which many business 
men treat an advertisement. 

The prime, first, last and all-the-time ob— 
ie of an advertisement is to draw custom. 

the merchant waits until the busy seasom 
comes, and his store is so full that he can’t 
get his hat off, and then he rushes to the: 
newspapers of his town and goes in for ad- 
vertising. 

When the dull season comes along and. 
there is no trade, and he wants to sell his: 
goods so badly that he can’t pay his rent, he: 
stops advertising. “I can’t afford i,” or- 
“it is too expensive,”’ he says; that is, some: 
of them do; but copaslonelly a level-headed’ 
merchant does more of it, and scoops in alli 
the trade, while his rivals are making mort- 


sages to pay the gas bill. 

here are times when you couldn’t stop 
people from buying everything in the store: 
if you planted a couple of cannon behind the 
door, and then is the advertisement sent out 
on its holy mission. It makes light work for 
the ad, for a chalk sign on the door could do 
all that was needed, and able to take a 
half-holiday six days in the week; but who 
wants to favor an advertisement? They are 
built to do hard work, and should be sent out. 
in the dull days, when a customer has to 
knocked down with hard facts, kicked in- 
sensible with bankrupt reductions and 
dragged in with irresistible slaughter of 
prices before he will spend a cent. 

That’s the aim and end of advertising, and 
if you ever open a store don’t try to get. 
them to come when they are already block- 
ing up the doors and windows, but give them 
your ad, right between the eyes, in the dulk 
season, and you will wax rich and own a fast 
horse, and perhaps be able to smoke a cigar 
once or twice a year. 

Write this down where you'll fall over it 
every day. XXX. 

a ere 
HE KNEW IT ALL. 

An advertisement constructor, or ad-smith,. 
with “tender pinions scarcely fledged,”’ vis~ 
ited an advertising cigar dealer in Philadel- 
phia whose ads bore evidence of lack of prep- 
aration. Upon stating his errand, he was 
informed that the aforesaid dealer “had 
plenty of time,’’ and that “a cigar dealer 
could write his own ads better than a con- 
structor; that John Wanamaker could write 
better ads than Mr. Gillam, but that he 
didn’t have the time.” 

The ad-smith insinuated ‘that it was be-- 
cause Mr. Wanamaker had let others write 
his ads, that his time was now too valuable 
to spend in that manner. There was no use 
talking to this man, however, he knew it all, 
and a little over. He has time to write his 
own ads. He will probably continue to 
have it. 


—— +o 
A JUDICIAL LIBEL. 


“* Prisoner at the bar, are you guilty or not. 
guilty of the charge against you ?” 

“ Guilty, your honor.” 

“Prisoner, the court, knowing that you 
are circulation manager of the Daily Bazoo,. 
is compelled to acquit you on your own tes- 
timony.” 








Ir yours is the only store in the place, ad— 
vertise to keep people alive to the necessity of 
buying ; also to compete with the people 
who haven’t stores in your town, but who 
find a way to get the trade that ought to be: 
yours. 























THOROUGHLY DISSECTED. 
Sr. Louis, Mo., Nov. 17, 1894. 
Editor of Printers’ Ink: 

I had an advertisement in your classified 
columns in the issue of Nov. 14. The Paper 
reached my office on Friday, 16th, and to-day 
I received twenty-three answers. This shows 
that your readers lose no time in dissecting 


the ¥ ull 
45%) i. A. Martuie. 


— o> 
READ C, A. BATES’ THREE PAGES 
WEEKLY IN “PRINTERS’ INK.” 
So. Boston, Mass., Nov. 17, 1894. 
Editor of Printers’ Ink: 

Iam areader of Printers’ Inx. I intend 
to write ads. Will you kindly let me know 
how | shall start out? Any advice which you 
may give will be gratefully received. 

Frep. R, Donerry. 
—_—~r__——_- 


TWO OF A KIND. 


Office of “* Tue Courter.” 

The only English daily and Sunday 
Demccratic morning paper in 
Indiana south of Indianapolis. 
Evansvite, Ind., Nov. 16, 1894. ) 

The Evansville (Ind.) Journal Company 
offer to pay $50 to any person whe will bring 
a sworn statement of the circulation of the 
Evening Tribune or Morning Courier of 
that city, and then proceed to quote from 
Painters Inx: “The fact that some pub- 
lishers object to having the circulation of 
their papers known is an excellent reason why 
they should be made known.’’—PrinTERs’ 
Ink, Nov, 14. 

Editor of Printers’ Ink: 

Dear Sitr—Please take notice that the pub- 
lisher of the journal who makes the above 
bluff does not publish a sworn statement of 
the Joxrnai circulation and neverhas, Fur- 
ther comment is not necessary. 

Respectfully, | Courter Co, 
J.S. Reilly, Mgr. 


———_+or—_—__ 
TASTES DIFFER. 
Tue Wotrr Cuemicart Company. 
George S. Wolff, President. 
Madison Rush, Treasurer, 
William P. Pierson, Secretary. 
PHILADELPHIA, Pa., Nov. 21, 1894. 
Editor of Printers’ Ink: 

To Printers’ Ink, of which we are great 
admirers, we send the inclosed ads from the 
are op Ledger. The curious combina- 
tion of the large type is, perhaps, worthy of 
notice. 





ISTORICALLY CORRECT COS- : 


tumes for Private Theatricals, Operas. 
Cantatas, Tableaux, Minuets, Kirmes an 
Carnival of Nations. 
Full Dress Suits and Evening Dres: 


VAN HORN & SON, 


12x North Ninth street. 


STUMES. 


Theatrical and Masquerade Costumes and 
Full Dress Suits to hire. Leading Costumers 
of Philadelphia. WAAS& SON, 825 Race st. 








Respectfully, 
Tue Wotrr Cuemicat Co., 
Madison Rush, Treas. 
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A TEST AD. 


Office of 
“Tye GaALLiroLis TRIBUNE,” 
Daily and Weekly. 
W. G. Sibley, Editor and Manager. 
Ga.uiPo.is, O., Nov. 20, 1894. 
Editor of Prixtexs’ Ink: 

A liberal advertiser of mine, a druggist, 
grew skeptical about the usefulness of adver- 
tising specialties, I wrote him a little two- 
inch double column ad headed, “What Is 
Home Without a Comb?” and he sold more 
combs in two months than he had in two 
years before. It was a test ad, and he gave 
me combs to write about because he thought 
if they could be sold by a special ad anything 
could, Wiutam G, SIBLEY. 
eae 
THEY CAN STAND IT. 


“ Evecrricat Review.” 
Stephen L. Coles, Associate Editor. 
New Yorx, Nov. 20, 1894. 
Editor of Printers’ Ink: 

Last night I bought an Evening Post of a 
newsboy under the Park Place elevated sta- 
tion. hen I turned to page 5 (a right-hand 
page), my attention was caught by this label 
pasted on the top margin: 


OSJOY 


TRADE Ao opiates 
MARK 





— 








MEDICINE NOT CANDY 





AMERICA'S GREATEST 
THROAT AND BRONCHIAL 


10 CENT TABLET 25 CENT 


BOXES BOXES 
ALL DRUGGISTS AND MAILED 


KELLOGG & HITCHCOCK CO. 
4 Parx Pc New York 


this paper. 
24 PARK PL. 


W. H. McKIERNAN, 








On sale where you bought 








What do you think of this form of adver- 
tising? -Is it fair to advertisers who have 
bought space in the body of the paper ? 
Yours truly, TEPHEN L. CoLgs, 
a ee 
PRETTY GOOD, 
Mapison, N. J., Nov. 20, 1894. 
Editor of Printers’ Ink: 
I inclose you proof of an ad that will appear 
in the Madison Zag/e of this week.- I would 
like to have your opinion in regard to it, 





THE SUNLICHT OF 10,000 YEARS 
ACO IS SHININC ACAIN! 


coal we get heat, heat gen- 
steam, runs the engine 
which in its turn runs the dynamo. 
the dynamo gives us the current 
which reproduces for us this 


ANCIENT SUNLIGHT. 
For was not the coal formed by the 
action of the sunlight on the deep mo- 
rasses of the carboniferous period 
THIS LIGHT MAY BE USED AGAIN BY YOU 
THROUGH THE AGENCY OF 
EDWARD P. FELCH, 
PRACTICAL ELECTRICIAN. 


Houses Wired and Completel ui with 
Electric Lamps ced Eauipped 
NEw JERSEY. 


MaDison, - - - 
Joun McGraw, 


Fro’ 
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A STEADY JOB. 
New Yorx Crry, Nov. 19, 1894. 
Editor of Printers’ Ink: 
The following ad, clipped from Sunday’s 
World, is rather funny. I would like to 


know what the advertiser is looking for. 
What do you think of it? 


RINTER—Compositor wanted ; must be 
pressman, carpenter, gas engineer, o 
ter; must be able to put up stoves ; no ex 
ence goog ‘gate ;”” steady ‘job. s. 
HULIN, 373 Broadway. 








C. O’Heruiny. 


—— or — —- 


A WONDERFUL CURE. 
Potomac, IIl., Nov. 20, 1894. 
Editor of Printers’ Ink: 

The following testimonial tells its own 
sto “My trade was weak, languid and 
debi itated, andle ted its collapse daily. 
One dose of your advertising tonic benefited 
it, and the continued use of the remedy 
completely restored it to health and activity. 
Accept my heartfelt thanks. 

“A TRADESMAN.” 


AN INFORMATION WANT. 
Hoosick FALLS, N. Y., Nov. 15, 1894. 
Editor of Prusrexs’ Ink: 
Lincl.se a copy of an advertisement which 


ed in the Greenfield (Mass.) Gazette 
and Crurier, of September 8: 








ansen—= meow why every editor of 

nM by print 

or ailence, opprsed any change in the mort- 

law of i , as recommended by the ot 
Commission of the Legislature of | 

~ A every one of these editors knew that 

millions this —— of — thus in- 





vested in this State, has no taxes since 

1x81. Were they bought, or are » ter all so 

dull of comprehension ? - ‘ELISE WELLS. 
Deerfield, Mass., Sept. 5, 1894. 





This is, | think, queer enough to merit a 
place in your columns. 
Kart C, Miner. 


—_—_+-o>—__——_ 


GETTING EVEN WITH THE MEDI- 
CINE MAN. 
Co.umeus, O., Nov. 19, 1894. 
Editor of Printers’ Ink: 


A local paper has recorded the following : 

“A Zanesville drummer told the following 
story to a crowd of listeners the other night. 
He said the Salvation Army in a town near 
Zanesville was in the habit of displaying this 
plang peeaaeery: ‘What Shall I Do to 

av 

“The venders of a well known patent 
medicine saw in this an opportunity for an 
unique and useful advertisement and forth- 
with had similar sized bills pasted underneath 
as follows: ‘Try Blank’s Noted Pills.’ This 
naturally annoyed the religionists, who at 
once ceased to be the medium of giving pub- 
licity in such a manner to the proprietary 
article. In time the original placards were 
washed away, but the advertisement of ‘ Try 
Blank’s Noted Pills’ continued to appear. 

“The chance for revenge had now arrived, 
and in order to square matters the Salvation- 
ists beneath every announcement displayed 
an —_ ster on which was printed, 

eet Thy God!” 
Lewis GARRISON. 





. HOT STUFF. 
172 West 23d St., N. Y., Nov. 19, 1804. 
Editor of Printers’ Inx: 

T saw an advertisement in a Western town 
which might, per , come in under the in- 
elegant category of “hot stuff.” Here it is. 
What do you think of it? 


GO TO HELL- 
— MAN & DEVOL — 
FOR 


your coal and stoves. They will make your 
place hotter than sheol. 











Pui Micuets. 





HE THINKS IN INK FOR ADVERTISERS. 


Office of Bert Batt. 
Writing, Designing and Illustrating on 
Business Subjects. 
3%4 Union Trust, St. Louis, 
Nov. 12, 1894. J 
Editor of Printers’ ink : 

Referring to Wm, Johnston's ads in Print- 
ERs’ Ink, one of my customers says: ‘There 
is the kind of advertising that pays,’’ and 
then he goes on to say that he ak like to 
have me get him rook something for his store 
that will sell goods in large amounts like 
Johnston sells his ink 

He then procecds | to give me. directions 
about how he wants to run 700 lines across 
the top of the page of the newspapers. 
wants me to tell of an imaginary enormor 
purchase at thirty-two cents on the dollar, 
He gives me prices from around the store 
enough to fill half a page in nonpareil, and 
wants me to talk about “ grvat bargains,”’ 

Instead of following these ante bellum di- 
rections [ get up something in the way of a 
sale and try to say convincingly that he has 
the goods, and for cash will sell them at 
prices which will make it worth while for the 
pe: ple to come in and buy them. But that 
won’t do, He won't have it. 

And the prices are not ink prices, My 
merchaut will not sell twenty-cent goods 
which have seventeen-cent profit for four 
cents like Johnston advertises ink, and there 
lies the whole meat of the ad. 

Novelty in talk is good. 

Novelty in display is good. 

Hot, aggressive methods are good. 

But, after all, ope must be convinced 
that the wares are good and cheap. 

The reason why this kind of advertising is 
so scarce is because Wm. Johnstons are 
scarce. Merchants want to make a large per 
cent of profit, cut down space and expense, 
and at the same — they won’t back the ads 
with the goods and prices. 

Ads are all right for kindling, but if you 
want a good, hot fire of trade you’ve got to 
feed the public stove with reliable goods and 
treatment, and supply a draught of enterprise 
and truthfulness in treating your customers, 

ohnston don't please printers with his 
ink, in four months he can't give it away. 

The subject merchandise must agree with 
the —— advertising.in price, quality and 
truth. 

Merchants who employ a writer are prone 
to depend upon the advertisements, not only 
to crowd the store, but to sell inferior goods 
at superior prices. 

In the meantime, we pray you will observe 
the admonition in a sign in a Leadville con- 
cert saloon years ago: 

* Don’t shoot the organist ; he’s doin’ the 
best he kin,”’ Bert Batt, 
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¢ society 


digchotes at 1 yaa ‘tase ? 


Rev. Mr. Coldwater—He was continually 
He to the seductions of a particular 

brand of beer to which he attributed his ruin ; 
and we found that he was being paid to ad- 
vertise it.— Puck. 


—__ ++ —_—__ 
Displayed Advertisements 

cents a line; $100 a ves 25 per cent 
anton Sor specified portion if A sabe, 

Must be handed in one week in advance. 


THEY PAY THEM. i ".simers for 


PATENT -teped MAILING CARDS. 

Longe cieepietions the advertiser. Our Coin 
¢ eer cieonbenion. Send at once 
for samples to ALVORD & CO., Detroit, Mich. 











Some of the best advertisers 
in the country are using my ads. 
If you want ads that require 
skill, experience and practical 
sense, I can write them for you. 
I have been ten years in busi- 
ness, and twelve years an editor 
and advertisement writer. I can 
“talk business” in print. I can 
make your advertising pay. 

See my ad on page 16. 


WoLsTAN DIXEy, 
86 World Building, New York. 








A Bargain 


IN TYPE. 


NONPAREIL OLD STYLE 
(FARMER, LITTLE & 
c0O”S MAKE) FOR 20 
CENTS PER LB. 





I have for sale about 400 Ibs of 
the Nonpareil Old Style now in 
use in PRINTERS’ INK. Will sell 
all or part. 

You can see for yourself the 
condition it is in. 

The terms are cash; if you don’t 
want to buy, don’t write. 


WM. JOHNSTON, Mar., 
Printers’ Ink Press, 


10 Spruce St., New York City. 














The Press 


Offices, 38 Park Row, New York. 


THE Press is bought daily 





by more than 


One Hundred and Twenty Thousand 





People. 








36 PRINTERS’ INK, 


Ciacuration, 150,000. 
‘Rate, aos re page. 
ote “roth, $200 P= Pens. 


Arthur's a yew york. 
Peterson’ S PHILADELPHIA. 


FOR SALE CHEAP Cawreect 
PRESS, four roller, 34 x 48, in per- 
fect order. Address, 

W. E. HERING, 


917 Filbert Street, 
Philadelphia, Pa. 
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, For the benefit of the few advertisers who ie 
may not know that the 


YOUNGSTOWN 
t VINDICATOR 


i is the leading family newspaper in East- 
ern Ohio, with a circulation of 


7,800 Daily, 5,200 Weekly, 


t we call attention to the following: 


IT is published in its own building and is 
a first-class, reliable paper. 

\ IT is the most successful paper of its size 
iT] in Ohio. 
MIT pays others to use its columns—at M 
least they say it does—and the fact Md 
that it carries more local advertising " 
than any other daily in Youngstown " 
would seem to indicate that it was a 
profitable medium. 


Shall we send prices for space? 
Address 


H. D. LACOSTE, 
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} UOPERIOR Mechanical Euape: . Photo 
S trotype Eng. Co.,7 New Chambers st. NY. 


CALENDARS FOR 1895. 





Elegant Pho! ures, in delicate colors, 
on ~ ename i board, ta your advertise- 
men 





Write at once for: or samples anc and 1 special rs rates. 


CHICAGO 
185 Madison Bt, CHICAGO. 


FOR $10.00. 


Advertisement.—A publisher wishing to insert a 
short statement of ten lines or less in — 
column with and following the 
of his paper, in the yey Newspaper Di- 
rectory for 1895, do so at the nominal price 
of ten dollars, whic price will include a Prree 
copy of the Directory to be sent by express as 

as issued. Ten lines will accommodate 

sixty ‘words, but a a number cf words 
will not be accepted for —_ than the price 
named. Additional pa ay be inserted at 
ree! = a word. Sioplay or full-face type 
be used. Revesenee for statements of this 

sort will be expected by check or ffice 
order when proof is submitted. For payment 





be 
cated will be set in pearl type Sype << ot which this is 
a specimen), and w: ~~ word 
Advertisement.” In this ee ay will be possi- 
ble for a publisher, on his own responsibility, 
to convey ny information that he deems im- 
portant to ce before advertisers and other 
users of the — in addition to that given 
by the Directory itself. aed very long ago an 
offer of five thousand dollars was made and re- 
in one case for a notice similar to this 
now granted for a pousinal sum. 
The American Newspaper Lge ye S Lah _ 
will also offer to a-Si of newspa) 


pe’ 
the nominal price of ten dollars, which will i 
clude a ee of we posk sent free by express, 
as soon as he nye craving or 
reproduction = fs, made from a photograp! 
or other picture, and for this work there will 
be no extra charge. Such a picture may prove 
a valuable ant. — wRe- advertisement '!t 
would ap 4 publisher who owns an 
office bui ding =a of illustration, or who 
desires that his face shall ome known to 
advertisers and omen, may wisely avail him- 
self of the privilege here offe The cut 
must not exceed one inch in length or in 
width, and in Sppeeranee is subject to the ap- 
proval of the Editor of the Directo: 

Those who take pains to examine “issues of 
the Directory for previous years will find speci- 
men pictures of newspaper establishments. 
When a newspaper owns an office it is well to 
let the fact be known; for the properous 
pers are those that advertisers are inclined to 
think most likely *o bring satisfactory re- 
turns. 





California, San Francisco. 


THE EVENINC POST. 


is recognized, locally, as having the largest circulation of the Evening Dailies. 
Tue Post sends young men and women to the foremost educational institutions 
of California, free, every year, as premiums for new lists of subscribers. This is 
one of many reasons why THE Post circulates so largely among the best families 


of San Francisco. 


The Evening 


Hvueu Home, Proprietor. 


Post Is Alive. 


F. P. BALDwin, Business Manager. 


New York Office, RHINELANDER BUILDING. 
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IMPORTANT 


Seed Men 


The season for seed advertising will soon be 
here. In making up your list, do not forget 


“THE SILVER CROSS” 


THE SILVER CROSS is the only official organ 
of tne International Order ofjthe King’s Daugh- 
ters. (This Order has a registered membership 
of 400,000 on file at this office). 

It is an undisputed fact that women buy or 
direct the purchase of a large per cent of all 
seeds sold,and in using the columns of THE 
SILVER CROSS you appeal directly to a field 
of liberal and energetic women not reached by 
any other publication. 

Only Thirty Cents per agate line. Let us send 
you a copy of our December issue. 


THE SILVER CROSS, 
158 West 23d Street, 
New York City. 








Did you ever 
Think why all the leading general 
advertisers have used 
THE 


Housekeeper, 


MINNEAPOLIS, - MINN., 
For Years? 











——— 


BECAUSE ITS 


Circulation of . . 
is among 
Women & Homes 


123,000 
oeo 


We will be glad to give you full par- 
ticulars, direct or. through our New York 


office : 
617 Temple Court. 


Nc. Ec. ELLIS, . 


~~ + 





Manacer. 


bee ence eeee eee eee eee exes sexs: 
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Dayton, Ohio. 


Morning Times 
Evening News 


Combined Daily Circulation 
14,000 


Are you looking for results 
from your advertising - « 


? 


Dayton, On10. 
The Huffman Publishing Co., City. 
GENTLEMEN—Three months’ advertising in 
The Evening News brought greater returns 
than all the other Dayton Dailies combined, 


for twice that period. It scems to reach the 
“ buying masses.”’ 


Empress JOSEPHINE ToILet Co. 


The above letter is proof of the value of 
THE NEWSas an advertising Medium. 


For further information address home office or 
H. D. LACOSTE 

38 PARK ROW, 

NEW YORK. 





Ohio 
State 


Journal. 


Leading Newspaper 
Of Central Ohio. 


Established 
1814 


Daily—Circulation 12,750, only morning 
newspaper printed at Columbus, a city of over 
1©,000, and reaching by early trains the best 
portions of Central and Southeastern Ohio. 

Sunday—Circulation over 17,000, with- 
out a rival in its field, being the only news- 
paper circula:ed in Columbus on Sunday that 
prints all the telegraphic and local news, An 

pecially good medi for classified adver- 
tisements. 

Weekly—Now issued as a twice a-week 
editior,on Tuesdayand Friday. Circulation 
22,000, chiefly among the farming com- 
munities of Central, Southern and South- 
eastern Ohio, reaching more homes in this 
region than can be done with any other pub- 
lication, 

OHIO STATE JOURNAL CO., 
Columbus, Ohio. 
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Ar $1 per Linz. 


TAKE AN INCH 
IN 
THE MAYFLOWER 
AND 
GET AN ELL IN RESULTS 
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aad 


WOOKKCOOOOOOOOOOOOOOOHOOOOOOOOOOOOONK. 


MIRNA 
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‘Ours the 





BEST. 


An advertiser, who has used our 
List for some time, recently wrote: 


“ YOURS ARE THE BEST MEDIUMS OF 
THEM ALL. CONTINUE MY 
ADVERTISEMENT.” 


This is furth beara Ciaim that 
Vickery & Hill List 


PAYS 





All Advertisers 
ALL THE TIME 


a= 
We will be glad to show you why our 
1,500,000 Proved Circulation will pay you, 
if you are at all interested in profitable 
advertising. 
AUGUSTA, MAINE. 


New York Orrice, 517 Tempce Court, 


C. E. ELLIS, Special Representative. 

















tract. 


section. 
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THE - EVENING - PRESS 


DAYTON, OHIO. 


Guarantees Advertisers a larger 
circulation than any afternoon 
and morning paper 
Advertisers are given the privilege 
of making this a part of their con- 
Rates lower per thousand 
circulation than any paper in this — 


ALL ITS CLAIMS ARE PROVABLE. 


LOUIS V. URMY, Eastern Advertising Agent, 
59 Times Building, New York. 





combined. 
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PRINTERS’ INK. 


I AM AT THE TOP. 


My place of business at No. 10 Spruce Street is on the top floor ; up four 
flights of stairs. Persons who come personally to buy ink of me are requested 
to walk right up to the top of the house, and not to be misled into buying ink 
of other dealers in the building. On more than one occasion my customers 
have made this mistake and paid double the price for an ink that is in no respect 
superior in quality to mine. 

est News, in soo-Ib. barrels, at 4 cents a pound. 
Finest Carmine, in 4-ounce cans, at 124% cents an ounce. 
Finest Black in this world at $1.00 a pound. 
Best Poster Inks, in 5-Ib. cans, for $1.00 a can. 
Finest Copying Inks, in 4-ounce cans, for 64 cents an ounce, 


Appress WILLIAM JOHNSTON, FoREMAN OF PRINTERS’ INK PRESS, 
10 SPRUCE STREET, NEW YORK, 





RA Rae o> 


H 
Wt] 
i 





PRINTERS’ INK. 





i 
| 
{ 
{ 
Lj 
i 
i 
| 
i 





WHO 


Can Not (Jnderstand 


how it is that the lists of the C. N. U. have earned 
the reputation of being the best paying of all lists of 
equal size in the United States P 

Is it 


YOU? 


We will explain: The C. N. U. publishes. a 
large proportion of the most influential papers in the 
Middle-Western States. They have not only a good 
standing, they have a high average circulation. 

The people who read them are, as a rule, well- 
to-do, prosperous and open-handed. They live in 
the West. They spend their money in a Western 
way. The advertiser gets it. 

Catalogue and estimates on request. 

No extras. 


Chicago Newspaper Union, 
93 S. Jefferson St., 10 Spruce St., 
Chicago, III. New York. 
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THE WASHINGTON 
rn EVENING STAR 


MER a S one of the few papers in the United States that do not 
i resort to Chromos, Coupons, Prize Packages, Picture 





BS 


<2 Books, Chewing Cum, Corn Plasters, or some other 
3 JL fake device to make an apparent showing of an in- 
Seerse crease in circulation. It therefore escapes the fate of 
papers that depend for a show of success upon these 
extraneous inducements—which is to be pitched into 
the street or thrown into the waste basket as soon as 
the coupon is cut from their columns. 

THE STAR, on the other hand, goes regularly and perma- 
nently into 96 2-3 per cent of the houses in Washington solely 
and entirely on its merits as a bright, clean, enterprising, inde- 
pendent, progressive and comprehensive family newspaper. It 
is delivered at an hour, moreover, when the household has 
both time and inclination to read, and it is read, thoroughly 
and carefully, by every member of the family. These con- 
ditions insure for every class of business announcements not 
only the widest but the best publicity that can be secured in 
the National Capital. The Star, in short, covers its entire field, 
completely and permanently, and no one desiring, for any 
purpose, to reach any portion of the quarter of a million people 
residing in the District of Columbia can afford to do without 
the unparalleled facilities it places at their disposal. 
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New York Representative : 
L. R. Hamersly, 
Potter Building. 
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| The Very Best Paper | 
| in St. Paat. 





The Largest 


_ Weekly. Typesetting Machines and a per- 
| fect plant, give all the obtainable facilities for 


| tising rates, and full particulars, free. 


| Eastern Office : 
| 517 Temple Court, 
| New York City. 
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The St. Paul Globe. 


Best 
Circulation Advertising 
In St. Paul » Medium. 


Always contains the latest and most 
reliable news. Published Daily, Sunday and 


publishing a first-class newspaper. Adver- 


C. E. ELLIS, Manager. 
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Have a Combined Population of 
over 350,000. Some of the best 
Cable and Electric Lines in the 


‘ United States are operated here. 


Carleton & Kissam 


CONTROL 
ALL THE PRINCIPAL 
LINES 


TSSL ANDGIVE .. ~ 


STREET CAR 
ADVERTISING j 




















OFFICE, EISNER BUILDING, 
Fifth Ave. and Wood St., PITTSBURGH. 
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PRINTERS’ INK, 


THE OLD RELIABLE NEWSPAPER 
OF WESTERN PENNSYLVANIA. 


Always Ahead! 


CARRIES MORE ADVERTISING THAN 
ANY OTHER PAPER IN PITTSBURGH. 


Sells 5(), OOO pies Daily! 


C. J. BILLSON, 
86 & 87 Tribune Building, 
New York. 
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C., M. & St. P. Ry 
System 


G. S. Mackenzie, 
Chicago. 





These Spaces are 
11x21 Inches. 


These Frames are in 
Waiting Rooms. 





Picture of an 
Advertising Frame. 


Advertise in this 
Space. 





Here is a good place 
for you. 


Controlled by 
G. S. Mackenzie. 

















Design of an Advertising Frame in 


960 


Waiting Rooms. 
Chicago, Milwaukee & St. Paul System. 


Size of Each Space, 


11x21 Inches. 


Controlled by G. S. Mackenzie, Chicago. 
1160 Monadnock Building. 
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Hae You will not care to overlook the following 
sini statement: 
or 2 
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- Has a larger guaranteed 
bona fide circulation than | 
EB that of all the other German 
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{ Papers published in St. Louis, 
combined. We guarantee ¥ 
: this to all advertisers. 


For Estimates, Address, 
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Westliche Post Association, St. Louis, Mo. 


EDW. L. PREETORIUS, W. H. KENTNOR, 
Business Manager. Adv. Manager. 
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THE —~_ 


CLEVELAND 
WORLD 


carries more financial advertis- 
ing than any daily paper between 
New York and Chicago, and ten 
times as much as the other 
Cleveland papers combined. This 
is because its circulation is the 
best in QUALITY as well as 
large in QUANTITY. The at- 
tention of the bankers, brokers 
and investors is directed to this 
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The World ‘Publishing Company, 
F. B. Squire, Prest. 
B. F. Bower, Vice-Prest. 
Geo. T. Robertson, Sec’y. 


S. C. Beckwith, Sole Agt. Foreign Advtg., New 
York and Chicago. 
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e No. 2. 


“ A boy stung by a nettle, said to his mother: ‘ Although it pains me so 
much, I did but touch it ever so gently.’ ‘ That was just it,’ said his mother, 
* which caused it to sting you. The next time, grasp a nettle boldly, and it 
will be as soft as silk and not in the least hurt you.’””—Esop. 





Timidity in advertising is a fruitful source of 
nettles. The shrewd advertiser brings success 
out of doubtful undertakings, by being bold. 
But there is such a thing as being too bold, or 
bold at the wrong time. There is such a thing 
in advertising as ‘‘poison ivy.” It’s a good 
thing to Jet alone. Don’t touch it at all. If you 
are not well posted in business botany, write to 
us. We have been studying newspaper b 2 
plants for 29 years. We know thistles 
from ivy. We know when to be bold and af 


when to run. ~s 4 


THE GEO. P. ROWELL ADVERTISING co., 5a 
10 Spruce Street, New York. = 
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